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HAROWARED CT 


SEE the BUYING CHECK LIST on page 60 June 1, 1961 
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sta STRONGER 


Select white 
hickory handle 


. easily bie to fit user's hand 
. acts as natural shock absorber 


Polished vanadium head 


. precision machined for perfectly round face, properly 
curved and uniform face bevel 


. . Standard eye easily accepts replacement handles 


"V" series (as shown) in 16 and 13 oz. nail and 16 oz. ripping models 
DO" series, with full octagon poll and handle in 20, 16 and 13 oz. models 


Order from your jobber or write to V & B for details 


VB VAUGHAN & BUSHNELL 





MANUFACTURING COMPANY 


135 SOUTH LASALLE STREET ° CHICAGO 3, ILLINOIS 
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You can_ increase your Spring 


paint sales with Hyde “Take It 
Off and Put It On” Paint Tools. 
A complete, full line not made to 
sell at give-away prices with no 
profit to you. Hyde has. the top 
quality line 6f tools that are pack- 
aged and merchandised to produce 
sales and good profits. Hyde tools 
on display sell themselves to your 


paint customers. 


ORDER FROM YOUR WHOLESALER 


HYDE MANUFACTURING CO. 
SOUTHBRIDGE, MASSACHUSETTS 
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YALE ticoware 


Finest Name in Locks 








ey PRESTIGE HARDWARE 
15 THAT PAYS PROFITS 


Yale® offers a full line of hardware 
—padlocks—cabinet locks—night- 
.atches—bathroom accessories — 
screen door hardware. And Yale 
helps you put these across with a 
tull range of packaging — mer- 
chandisers—carded items—blister 
packs —operating samples. 


Order through your jobber or write 
The Yale & Towne Manufacturing 
Co., Lock and Hardware Div.. 
White Plains, N. Y. 


YALE & TOWNE 


YALE—REG. U.S. PAT. OFF. 








YALE - fines: name in hardware 


Want more facts? Circle 101, p. 75 
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\a W] BLADE FULLY 
\ GUARANTEED is 
e* | PONY 205 | 


THAN A LINE THAT SATISFIES 


100% OF YOUR CUSTOMERS 
0 


AMES, THE WORLD'S LARGEST MANUFACTURER OF SHOVELS, 
MAKES A SHOVEL FOR EVERY NEED AT EVERY PRICE! 


A few well known Ames brands such as Pony in the quality field, Steel-lite in the middle priced 
field and Ram in the less expensive field will satisfy 3 out of 5 of your customers. Selling 3 
out of 5 of your customers is fine, but that’s only a little over half of your sales potential. With 
Ames you can stock the shovels that meet all your customer demands for quality or price. 
With Ames your sales potential is 100%. 


— om : GARDEN SHEARS 
Sime J SHOVELS 


: : . GARDEN TOOLS 
mes) frner produc Cw higher dlandaris : CASUAL FRINTON 
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PARKERSBURG O. AMES CO. WEST VIRGINIA 


Want more facts? Circle 102, p. 75 
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ono: LEVERPAK* 
oe | FIBRE DRUM 
° og Clean and bright » ACCOPALLS , 
| Proof Coil and BBB Poser Mu", ye” and Vi 
Coil Chain in drums © = __ ¥%” Proof Coil and © en 
comes in four sizes MRSccummmm BBB Coil Chain [gers 
meee 86available in ACCO [ane ie 
' Pails. ht 


Display ACCO Extra-Bright 


Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


e Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 
uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 

Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 

Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 


fibre drums if you order larger quantities of chain. 
‘A *Registered Trademark, Continental Can Company 
sz 


connorvonemece | AMERICAN CHAIN 4<<° 
Contact your American Chain 


distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 

. Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
our York, Pa., of f ead f rye *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
copy of free literature *Indicates Warehouse 


s 
Went more facts? Circle 103, p. 75 
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Editorial 


by W. A. Phair 


Who knows the answer... 


What is the outlook for the future of the hardware trade? We 
asked this question several issues ago and received some very inter- 
esting answers. 


These viewpoints on the future, as passed along to us, have one 
particular characteristic in common. Each person who wrote us is 
thoroughly convinced that the future will have room for only one 
kind of operation . . . the type he endorses. Thus, the voluntary 
chain member believes this is the pattern for the future. The general 
distributor is emphatic in his belief that his type of business will 
dominate in the years to come. The dealer-owned wholesaler and 
his members, and the cost-plus firms, are equally strong in their 
co victions. 


The old adage about not being able to see the forest because of the 
trees, may well apply in this instance. Perhaps we are all so close 
to the subject that our perspective is distorted. 


Experience has demonstrated many times that the best guide to 
what will happen in the future is to look at what has happened in 
the past. When you look back over the years you will find that in 
almost every industry there has always been more than one way to 
successfully conduct a business. Competitive techniques have thrived 
side by side. Even in the grocery field, where the giants moved in 
with such force, you will find the independents and the small chains 
more than holding their own. 


This pattern is repeated in many industries. It may well be the 
outline of the future of the hardware industry. In brief, very likely 
there is no one way that will guarantee success in the future. It is 
more likely that a number of methods will be found to work equally 
well. 


We must recognize that there never has been a universal panacea 
in business. A technique that works well in one area, may not work 
in another. What will be accepted by one dealer, may not be of value 
to another. 


It is also possible that two dealers, or two wholesalers, each using 
different methods of operating their business and located in the same 
city, can both be successful. 


So, where does this leave a dealer who is trying to plan his future? 
It seems to me that a dealer must recognize that he has several 
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Editorial 


continued 





alternatives, and he should study each one most carefully. His deci- 
sion should be made only after he is certain that the method he selects 
is one that fits not only his business needs, but also his temperament. 


To put it another way, he must have complete faith in his decision; 
he must go all the way with it. Many dealers have caused themselves 
no end of trouble because they failed to put all their efforts behind 
their decision. No method will ever succeed, unless real effort and 
enthusiasm are put behind it. 


No method, no plan, no program can work unless both dealer and 
wholesaler are behind it 100 percent. This backing will be possible 
only when a method meets the needs of the future and is profitable 
for both dealer and wholesaler. 


Selling efficiency . .. 


How would a wholesaler’s salesman feel if each store in his territory 
set up special hours for salesmen, and these hours varied from store 
to store, and were also limited to certain days of the week? 


I think we would hear some emphatic complaints from distributors, 
because a situation of this kind would greatly reduce the productivity 
of their salesmen and would raise their sales costs. 


Yet, some distributors are forcing this type of arrangement on 
manufacturers’ salesmen. The growing trend among wholesale buying 
departments to establish restricted calling hours for salesmen is 
presenting some real problems to factory men and adding costs, with- 
out benefiting anyone. 


Wholesalers have devoted a great deal of attention over the years 
on procedures for making their salesmen more productive. Manufac- 
turers face identical problems in their selling. But the practice of 
limiting buying hours reduces the productivity of factory represen- 
tatives. 


The reasons behind the limiting of buying hours are well under- 
stood. But the present situation seems to be getting out of hand. 
Salesmen are faced with a hodge-podge of buying hours and days 
that makes it almost impossible to put in a full day’s work. 


For example, here is what a salesman faces in one specific city: 
Days on which salesman can call: One firm says Tuesday, Wednesday 
and Thursday; another says Wednesday and Friday; a third specifies 
Wednesday only; a fourth says Wednesday and Friday, a fifth limits 
calls to Monday, Wednesday and Thursday. 


Here are the calling hours salesmen face in these firms: 9 a.m. to 
3 p.m.; 1:30 to 4:30 p.m.; 10 to 11:30 a.m.; 8:30 a.m. to 12:30 p.m., 
and 3 to 5 p.m. 


Would it not be possible for distributors in a city to discuss this 
problem with salesmen and develop an arrangement that would be 
mutually acceptable to both greups? This might be a worthwhile 
subject for discussion at some wholesaler meetings. 
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“‘The dust never has time to settle, since 
| set up this merchandiser” 


says FLOYD H. SCHARFENBERG 
TWIN CITY HARDWARE 
BLOOMINGTON, ILLINOIS 

















With the National No. 100 Mer- 
chandiser you can display 88 
Visual-Pac items plus a big shelf 
stock of Picto-Graphic cartons in 
only 8 sq. ft. of floor space. This 
well-built, attractive fixture 
works as hard as a salesman 
on straight commission, and it 
comes complete with peg board 
display hooks, identification 
tags and 30-in. top sign. 


National hardware is packaged for 
greater eye-appeal ... buy-appeal. Picto- 
Graphic cartons, decimal-packed for easier 
CABINET inventory control, have a “‘tell-all’’ label 
| HINGES that shows exactly what’s inside. The 
ava wt. 0, 2 Visual-Pac line offers you the broadest 
— selection of builders’ hardware available 

anywhere in self-service packages. 


Join the swing to National... hardware 
that’s packaged for today’s busy, merchan- 
dising-minded retailer. Write for free 
circular. 


"ee 


NATIONAL MANUFACTURING CO. 


30106 First Ave. Sterling, Illinois 
Want more facts? Circle 104, p. 75 
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WASHINGTON 


Tews 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


A little pressure would help . . . 


There are signs that Congress may go along with demands of 
small businessmen to enlarge President Kennedy’s tax incentive 
program. “Dealers need the Curtis-Ikard-Sparkman bill,” spokes- 
men say. It would allow dealer deductions for funds reinvested 
in inventory and accounts receivable. Federal tax writers, however, 
doubt Kennedy will approve the idea unless pressures in Congress 
appear to be great. Trade representatives testifying before the 
House Ways and Means Committee agree that Kennedy’s program, 
allowing deductions only for store improvements, would not be 
much help to dealers. 


You may qualify for aid... 


Dealers in depressed areas can get help through the new Federal 
Area Development Program. Some $200 million in loans will be 
available for “industrial and commercial projects” which provide 
new work for depressed area jobless. Building, rebuilding, and ex- 
pansion of hardware stores could qualify. Dealers should work 
with local redevelopment agencies to help set up the required area 
improvement program. For details, write to: Area Redevelopment 
Administration, U. S. Dept. of Commerce, Washington 25, D. C. 


Tariff changes: News due soon... 


Hardware dealers at last will find out what the long-awaited Inter- 
national Tariff Sessions in Geneva are going to mean to the price 
of imported hardware. Member nations of the General Agreement 
On Trade and Tariffs (GATT) finally sat down last month to begin 
dickering for tariff adjustments on more than 2000 trade items. 
While U. S. proposals have been kept secret since last Summer, 
it is known that some duty cuts are being offered. These are meant 
to gain similar cuts abroad for U. S. products. Results could mean 
lower prices on many imports. 


Encouragement for home improvers .. . 


The Senate Banking Committee wasted little time in voting for 
President Kennedy’s o1.nibus housing bill. But higher hurdles face 
the measure in the House. Key provision in the bill, of interest 
to dealers, is section calling for low-interest 25-year loans of up to 
$10,000 for home improvements. This drew fire from a number 
of senators who argue it’s “too liberal and impractical.” Ultimate 
approval seemed assured, however, after Congress quickly voted 
an emergency stop-gap measure to extend FHA mortgage insur- 
ance authority to the tune of $1 billion. 
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SHOULD ALWAYS: 
“HOLD THE BAG” 


We put it in writing. 
We take back any 
shopworn, obsolete or 
slow moving Wrap-On 
products in even ex- 

_ change for equal list 

_ price value of any other 
products we make. 


Our no-time limit 

free replacement guar- 
antee is part of this 

_ policy. Wrap-On prod- 
ucts are built to justify 
this guarantee. 


_ Handle all service trans- 
actions direct with us. 

_ You pay the postage to 

us. We stand the return 

_ postage to you. It is an 

_ imposition to ask your 

hard working wholesaler 

_ to do this job. It simply 

_ means double postage 

_ expense—it adds unneces- 

_ sary record keeping 

—and it slows up the 

_ exchange. 


{ 


What do you do when a cut price 
competitor advertises to retail prod- 
ucts at about your cost? Don’t fight 
fire with fire—everyone gets burned. 
Be smart—concentrate your selling 
on volume turnover products that 
show a living profit. 


Local advertising to attract new trade 
is a fundamental necessity. Your suc- 
cess depends largely on whether you 
attract these prospects the hard way 
or the easy way. 


THE HARD WAY—take the advertis- 
ing money out of YOUR pocket. If 
you feature a cut price bargain that 
shows you little or no profit, you run 
the hazard that this may be the only 
precant bought by the prospect. 


SWEAT-STOP .. 393 


For Joliet Tanks 


a 


$2.00 AD COUPON & MAT 
IN EVERY CARTON OF 3 


For the first time here is a_ really 
perfected, much needed product. 


The plastic foam liner sheets are 


twice as good an insulator as any 
previous offering. K factor .12. The 
flexible liner will not crumble. It 
absorbs no moisture. The fast act- 
ing permanent adhesive will never 
let go—no matter how long it ix 
immersed in water. An easy do-it- 
yourself job with full instructions. 


Want more facts? Circle 105, 


THE EASY WAY—let the WRAP-ON 
COMPANY pay your local advertising 
bill. Every WRAP-ON sale you make 
carries a fair living profit. You can 
use these profits. 

The volume selling WRAP-ON sum- 
mertime products featured in this ad 
all carry free advertising coupons that 
amount to more than an extra 25% 
discount off the price you pay your 
wholesaler. This is in addition to your 
50% markup. This is too much 
money for any smart dealer to over- 
look. 

SPECIAL NOTE—Every WRAP-ON 
advertising coupon ever issued is valid 
and acceptable at face value—regard- 
— of the expiration date it may 
snow. 


RAIN-SPRED 


s10re LAWN WASHOUT 


“4 LAWN WASHOUT | 
mn, SROUND DRAINSPOUTS 
er J BY SPREADING | 
ae RAINWATER 


PRED! ; <B 











$2.00 AD COUPON & MAT 
IN EACH CARTON OF 12 


This attractive 4-color peg board 
display is really an impulse buy. 
The exclusive aluminum wicket is 
essential. We know because we have 
been using them for 3 years. Here 
is a $1.98 value for 98¢. 5 ft. plastic 
tube fits 4” or smaller downspouts. 
Plastic tie included. Packed 12 to 
std. carton of 2%. 


Let Wrap-On Pay Your Ad Bill 
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HARDWARE BUSINESS 


Outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE 


Inventory switch brightens outlook... 


Pick-up in 


Most encouraging sign to show in business outlook is indication 
that manufacturers are beginning to rebuild inventories. Build-up 
isn’t too big or widespread yet, but since cause of recession was 
attributed to inventory reductions, the outlook for future business 
is considerably brighter. The inventory switch most noticeable in 
steel and other durable goods inventories, but extends to other 
areas as well. Of the 54 firms checked in a recent Wall Street 
Journal survey, 50-percent began rebuilding stocks in April, only 
22-percent continued reductions, and several of these plan to start 
rebuilding this month. 


Spring lines seen... 


Predictions are that Spring and Summer lines will get heavier 
promoting in the weeks to come. Now that business is showing 
signs of improving, many put-off Spring promotional drives getting 
under way. Many observers inclined to think slow sales in these 
lines earlier this year more an effect of poor Spring weather than 
softness in business atmosphere. Now that good weather has ar- 
rived, they expect a pick-up that will last into late Fall. Power 
mower replacements, late Summer items, Fall planting, good items 
to feature in promotions. 


Building a store's image... 


Newest trend in competitive selling: Building a store’s image. 
This is the effort, via advertising, to sell yourself, your services, 
your store to potential customers as opposed to selling specific 
items at specific prices. For example, Sears Roebuck has broken 
with past ad policy in announcing an important series of national 
ads that will stress imagery. Sears’ basic policies and services will 
get the spotlight, in place of items and prices. Target: “People 
who take Sears for granted . . . but seldom think of shopping there.” 
There are people in your trade area who react to this type adver- 
tising. Why not tell them your story? 


Turnabout in white goods... 


Outlook for appliances: A strong comeback after more than a year 
of sluggishness. Signs of a pick-up are evident. Could be the start 
of the upturn predicted by some leading appliance manufacturers 
late in 1960. (See HARDWARE AGE, Dec. 15, 1960, p. 12.) A recent 
survey of 12 leading appliance makers shows white goods business 
healthier now that at any time in over a year; gains higher than 
usual seasonal levels. Important clue: Home building still lags 
behind year ago levels, so replacement appliance sales must be get- 
ting more play. Profits also expected to improve. Price-cutting 
gradually halting; prices may return to pre-recession levels as 
sales continue improving. 


... Turn to page 111 for more news of How’s the Hardware Business. 
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— P5521, 21”, DeLuxe self-propelled reel, 


Sea in 18” size. 


Nr. Dealer, We Offer YOU: 


UNSURPASSED QUALITY, DURABILITY, PERFORMANCE 
AND A COMPLETE, ACCEPTABLE, PROFITABLE LINE! 





NEW! nee.-rrim FRONT DISCHARGE 


DeLuxe reel, self-propelled and push combination with 
superior maneuverability . . . Handle lifts to self-propel 
through positive clutch—no levers to push or pull—bal- 
anced for effortiess operation—trims to %” of walls and 
fences. Has front discharge into a safer all-steel grass 
catcher. Rugged 3 H.P., 4-cycle, lightweight aluminum 
engine with float feed carburetor and impulse starter... 
Snap starts without engaging reel or transmission. Posi- 
tive clutched wheels assure smooth operation without 
side motion. Remote controls for start, run, stop on 
handle. Cutting heights from %” to 24%” easily selec- 
ted. Heavy welded steel chassis. Available in 2 models. 


H.P., Recoil or Impulse Starter... Also 





able also in 19” size. 


MODEL P622-HS, 22” DeLuxe Rotary, 3 H.P., 
or Recoil Starter, Finger-Tip Height Adjustment. Avail- 


NEW! vacu-mow set ROTARY 


Does superb job of cutting . . . vacuum cleans lawn of 
all grass, twigs, leaves, etc., with its exclusive baffled 
jet stream tunnel design. Packs more grass solidly 
into the safety-engineered all steel grass catcher than 
conventional mowers. Has remote handle controls and 
finger-tip height adjustment. Powerful, 3 H.P., light- 
weight aluminum engine, with impulse starter and float 
feed carburetor, handies the toughest mowing jobs. 


Available in 6 models, 20”, 22”, 24”—3 self- 
propelled. Also in 6 conventional models without 
baskets or Vacu-Mow design. 


MODEL P817-E, 17” Electric Rotary Gear 
Impulse Drive, 1% H.P., with Adjustable Cutting 
Heights. Also available in Model P817-EB, 
Belt Drive, 1 H.P. 








@ “The finest mowing equipment ever built!”... 
that is what we say about the new 1961 Pincor 
Line. Dealer acceptance has been enthusiastic too. 
When you discover the combination of their supe- 
rior design, ultra precision, and unusual perform- 
ance features, we believe you will agree. 

Pincor offers you a complete 1961 Line of 


power lawn mowers... 


. Reel, Rotary, and Elec- 


tric models from 17” to 24” in self-propelled and 
push types. 

Now is the time to plan for your best year in 
mower sales—with New 1961 Pincors... there are 
none better! Write for complete details and Pincor 
Profit-Making Prices. 


There’s A Nationwide Network of Pincor Authorized Service Stations 
Pincor-trained mechanics offer a complete mower and engine service throughout the United States and Canada 


ELECTRIC PORTABLE POWER TOOLS 7 
ai “=F 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 wW. Dickens Ave., Chicago 39, III. + Telephone BErkshire 7-4100 
Want more facts? Circle 106, p. 75 


ELECTRIC 
GENERATING 
PLANTS 


GASOLINE 
ENGINES 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


BUYING DOLLARS ARE NOT SCARCE, JUST HARD TO GET. Too many merchants 
overlook the fact that folks with secure jobs got wary of spending 
in recent recession, saved much more money than usual. This didn't 
help slow the downslide, but will aid recovery. Savings are run- 
ning $4.5 billion ahead of last year right now, $76 of every $1000 
of take-home pay. This is cash buying power of dramatic size. How 
can you part a man and his savings? With steady, hard promotions, 
you teil these people your story: That many basic services are 
built into your prices. Also that you deal in high quality goods, 


and that customers’ problems are your problems. Above all, tell 
‘em: “Now's the time to buy!" 
































THE SEARCH FOR NEW ITEMS AND IDEAS, YOUR LIFEBLOOD, IS INTENSIFYING. 
Dealers who latch on to new items, ideas while they are fresh and 
most saleable skim the cream off sizeable markets. Boom in resin- 
coated skillets a prime example. Of many new ideas stirring, two 
now seem to bear close watching. First, marketers hurriedly are 
testing new uses for the coatings used on non-stick cookware. 
You'll soon see similar treatment given to electric frypans and 
wafflers, and muffin tins and the like. Second, watch for debut of 
electric kettles at about $12 and up. Now popular in Canada, the 
kettles are expected to score heavily here, after test marketing. 



































"AS-IS" GOODS GIVEN RESPECTABILITY BY BIG CATALOG HOUSE. Worth keeping 
your eye on. A solution for your problem? A multi-billion dollar 
chain is pilot-testing an outlet for damaged but mechanically 
perfect items, such as appliances. The cost factor for shipping 
and refurbishing them often is brutal. So, question is asked, why 
not sell ‘em as-is, cheaper and with mechanical guarantees? Think 
twice about how you handle marred items. Perhaps it would be 
cheaper to make a discount sale than a return. And you'll gain the 
good will of budget-bound bargain hunters. 
































BETTER CHECK YOUR SCHEDULE FOR LATE JUNE ADS: UNUSUAL WEEKEND COMING UP. 
The July 4th holiday falls on a Tuesday this year. Recent reports 
indicate many firms will stay closed Monday the Srd, creating a 
four-day holiday. And more tourists, campers, and sportsmen will 
be lured away from home than normally. Could be a rare promotional 
opportunity if you hurry an extra effort on leisure goods during 
the last two weeks of this month. A damp, cold Spring over much of 
the nation heightens the appeal of this long holiday. 
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You don't have to be a power tool expert to sell 


® SAWSMITH 


the ONLY Radial Arm Saw that does MORE ...with Add-A-Too/ 


- Ecol 
“y %e Be as 4 “4 eee 


ADD-A-pPaAInT 
SPRAYER-COMPRESSOR 


MORE PROFIT... MORE POTENTIAL! This big ticket sale takes 
little more time to close than a small sale . . . offers bigger initial profit plus 
bonus profit on SAwSMITH accessories and Add-A-Tools, 


MORE SALES APPEAL ...MORE FEATURES! sawsmituH does 
the work of a whole shop full of tools from a single power unit .. . a single 
stand! No other power tool provides so many practical features. 


MORE SALES SUPPORT! More than 25 million readers will see 
SAWSMITH advertised in Saturday Evening Post, Better Homes & Gardens, True, 
Popular Science, Mechanix Illustrated and Popular Mechanics. Millions more 
will see it on TV nationally. In addition, sawsmitu offers local cooperative 
advertising and promotions. 


MORE PROMOTION! sawsmitH promotes 12 months a year! Special 


offers make customers of prospects . . . special plans make purchase easy .. . 
special displays keep sawsMiTu out front. 





ADD-A-JOINTER 





First of the Powerful SAWSMITH Promotions of 1961 CHOICE OF ANY 5 
SENSATIONAL SALE OF 1¢ EACH 


e Reg. $8.20 Tool Rest « Reg. $8.95 Set of Auger Bits 


SAWSMITH ACCESSORIES © Reg. $9.95 Drill Chuck * Reg. $7.95 Molder 


e Reg. $9.55 Set of Lathe Chisels 
Offers your customers savings up to $45.00 or many other valuable accessories to choose from 





or select 
" ae? ge ge eer e Reg. $39.95 Cabinet Base for only 5 pennies 
AT NO COST TO YOU! 








SEND FOR FRANCHISE DETAILS NOW 

Tear a corner... ANY CORNER... from YUBA POWER PRODUCTS, INC. 
this ad, staple to your letterhead and 824 EVANS ST., CINCINNATI 4, OHIO 
mall Or prompt ‘oP. | Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Want more facts? Circle 107, p. 75 
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THE FIRST IMPORTANT MOUSE TRAP 
DEVELOPMENT IN DECADES! 


NEV 


MOUSE TRAPS 


 e. ie 
CWY SAL CE = 


eee ; 


-@ SS . ...featuring a new flavored 
3 plastic trigger with ‘“‘locked- 


in’ aromatic bait scents 


Here's a brand new concept of trap design that's 
sure to offer outstanding sales-appeal. The 
plastic trigger with “locked-in” laboratory 

tested lure-scents works like magic in attract- 
ing mice. The new jaw-type trigger will also 
hold additional bait if desired. The exclusive 
Formula XS-127 aromatic scents in the trig- 
ger were laboratory-developed and re- 
search tested to offer an outstanding lure 
that will last indefinitely. Early market 
research shows customer reaction to 
this new trap to be tremendous. Packed 
in a convenient, self-service 2-PAC 
featuring a new large size, eye-catch- 
ing capper . . . stops traffic... 

builds sales. 


EXTRA LARGE 
“EYE-CATCHING” 


CAPPER 
DISCOURAGES IMPORTANT FEATURES 


PILFERAGE — PLASTIC TRIGGER PRE- 3% FOUR-WAY TRIGGER 
| BAITED WITH AROMATIC ACTION... RELEASES 
SCENTS RIGHT, LEFT, UP OR DOWN 


SCENT AND TRIGGER ARE *K EASY SLOT-SET ACTION 
NON-TOXIC 


+k PRE-PRICED TWO TRAPS FOR $.25 


McGILL METAL PRODUCTS CO. 
MARENGO .- ILLINOIS 


Want more facts? Circle 108, p. 75 
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CUSTOMER PREFERRED 


wy tal | 
SCREWS 


ROUND 


Like Rome, customer preference isnt built in a day. Southern 


“ vi. Oe 
5 ee 


fasteners are preferred Dy yeu Customers because their 
quality has been proven for 15 years. They are made in USA with 
USA materials; and they are available at service-minded 


distributors everywhere. Stock up on Southern now. 


Wood Serews - Stove Bolts 
Machine Screws & Nuts - Tapping Screws 


¢ Carriage Bolts - Wood Drive Screws 
SCREW COMPANY 


STATESVILLE e NORTH CAROLINA 


SOLD THROUGH LEADING WHOLESALE DISTRIBUTORS : ST / 


Warehouses: New York - Chicago - Dallas - Los Angeles 


Want more facts? Circle 109, p. 75 
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Exciting new products 





from WITT 7) => 



























































































SPRINKLER CANE who else. 
7 - 
gardener is a 
customer 
] 
es * 
TAMe oe gt 
<a> 
grt . NYLON TIRE CORD 
= R 
It’s anew way towater,thoroughly on roots and shoots. Regulating GARDEN HOSE 
sales tested. Great with the ladies valve adjusts water flow. Won’t 
—O.K. with gents, too. Prevents wash away soil — or insecticides. 
wet feet, backbreak. Eliminates Backed by a unique selling idea 
tiresome walks back tofaucet.Easy (see below). Retail $2.98 each. 
», GARDEN HOSE 
AR Get your name in your cat REINFORCED Seem 
ais local newspaper with WONT BURST 72s ~— le 
° ee J * NK RESISTANT 
this free publicity mat + FLL FLOW COLNE ie 
, OS EASILY year rout _ gles 
Provides space for your eee ee 
own name. Give it to your 
newspaper and they’ll 
gladly run it. A great 
sales booster for you. Th . 
Seve here’s big demand for this bi 
sri coment put on ake year when Joe a es “nat diameter hose. Only half the 
i | _ Mpabadelaaane mom Sprinkler weight of old fashioned hose... 
wy shag sewn 0 chook of ienser pleats extbou y Wororete reinforced for high burst resist- 
ee seh gon Yow seat Se an aoe | ta ance. Delivers over 42 gallons of 
Wnts Ne more Rectval me cane cam eusly be directed 50 28 | water per minute for estates 
fect ov tog ths Pack So cis The wei an greenhouses, golf courses, etc. 
Tee ar a childrens shower, washing Available in transparent green 
or opaque metallic silver jacket. q P 
Compact, colorful 
display unit These new Supplex Products also . 
Sells canes available through your Supplex Jobber 
like hot cakes. 





SUPPLEX COMPANY © Garwood, N. J. 





Wont more facts? Circle 110, p. 75 4 Want more facts? Circle 111, p. 75 > 
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IN THE FIELD OF 
GASOLINE-POWERED 
EQUIPMENT... 


THE TREND IS TO 


(LAUSON POWER-PRODUCTS D/ V/S/ON) 


x 





al 


- POWERED BY TECUMSEH! 


Wheel Hone @OOOIS Springfield MIAMI \VAro-man otra 











ROOT 


Saunton 
LAWN LAR 


MAXWELL FARM-ETTE 


Gilson coda// = Great Lakes HOMELITE Koley SENSATION 





Fairlawn —— Ponker Savage EXCCMO Lendnaix 


roro-woe SOUTHLAND WINCHELL WIL-MOW proto Huffman 


FOX DART MONO 


these figures are, AA% 
more proof that 
the trend is to 
TECUMSEH! 


® One out of every six engines in the 
U.S. is Tecumseh. 


Everett hanes) PRESSWELD 


























© There will be more than 6 million 
Tecumseh engines in use by the end 
of this year. 


Y, INCREASE IN 

O TOTAL 
PRODUCTION OF 5 AY 
AIR-COOLED 0 
ENGINES RT 
COMPARED WITH : 
TECUMSEH 


26% mit 










CO OG 


1956-1960 


White engines—Total Industry 1959-1960 “f 


Red engines— Tecumseh 














HERE ARE JUST A 
FEW REASONS WHY 


There’s a Tecumseh quality engine 
that’s best for every need... 
at competitive prices. 


Tecumseh offers the widest selection of designs and 
specifications in vertical and horizontal-shaft models. 
Correct horsepower ratings for every application... 
including mowers, karts, tillers, chain saws and hundreds 
of other uses. Tecumseh provides DEPENDABLE 


ENGINEERING 
INNOVATIONS 


Manufacturers look to Tecumseh 
for advanced-design features. We 
pioneered the wide use of impulse 
Starters, diaphragm carburetors, 
mechanical governors and other 
i — features to provide manufacturers 
2-6 with engines of superior efficiency, 
performance and dependability. 


PRODUCTION “KNOW-HOW” 


For 65 years Tecumseh has set the 
highest standards for quality control 
and efficient production. Only at 
Tecumseh is every engine factory- 
tested before release. Modern plant 
facilities add to economy of operation. 


INTEGRITY OF THE COMPANY 


le i In addition to gasoline en- 

\ 5) gines and electronic equip- 

annual report | ment, Tecumseh is the 

7~ | world’s largest manufac- 

| 1960) turer of compressors for 

age refrigeration and _ air-con- 

ditioning. All Tecumseh 

products enjoy leadership in their respective fields because 
the Company has never compromised with quality. 


Tecumt€s PROS UCTS COMmMPanyY THXVOO EH Mixmean 


SEE BACK PAGE FOR 
THE FACTS ABOUT 
TECUMSEH SERVICE! 





SALES 


FEATURES 





TECUMSEH SETS A NEW HIGH STANDARD 
FOR “Dist quished Sowice” 


Several years ago, Tecumseh established a program designed 
to build a service organization second to none. New policies 
gave top-flight, quality service outlets incentives to participate. 
A corps of specially-trained, field-service representatives con- 
tacted service outlets to up-grade their procedures and to sign 
up new outlets which could qualify. Because of the many inno- 
vations in the new Tecumseh engines, factory and field-training 
were also stepped up. As a result, upwards of 20,000 men per 
year get up-to-the-minute instruction either at the factory or 


in the field. 














Today these men and their organizations are best qualified to give your products the fine service they deserve. Listed 
below are the Tecumseh Central Warehouse Distributors, each an outstanding local businessman, ready to provide 
quality service on a minute’s notice. 


93 


CENTRAL DISTRIBUTORS 


ALBUQUERQUE, NEW MEXICO 

Spitzer Electrical Company 
AMARILLO, TEXAS 

Beard & Stone Elec. Co.. Inc. 
ATLANTA, GEORGIA 

Auto Electric of Georgia, Inc. 
BILLINGS, MONTANA 

Original Equipment Company 
BIRMINGHAM, ALABAMA 

Birmingham Electric Battery Co. 
BOSTON, MASSACHUSETTS 

W. J. Connell Company 
BUFFALO, NEW YORK 

Battery & Starter Company 
BURLINGAME, CALIFORNIA 

Frank Edwards Company 
CHICAGO, ILLINOIS 

Industrial Engine & Parts Co. 
COLUMBIA, SOUTH CAROLINA 

hains, Incorporated 

COLUMBUS, OHIO 

Gardner, Incorporated 
DALLAS, TEXAS 

Beard & Stone Elec. Co., Inc., 
DENVER, COLORADO 

Spitzer Industrial Prod. Co. 


DES MOINES, IOWA 
Lally’s, Incorporated 


FARGO, NORTH DAKOTA 

United Electric Service, Inc. 
HARTFORD, CONNECTICUT 

W. J. Connell Co. of Hartford 
HONOLULU, HAWAII 

Kokua Sales & Supply, Ltd. 
HOUSTON, TEXAS 

Beard & Stone Elec. Co., Inc. 
INDIANAPOLIS, INDIANA 

Equipment Service Company 


KANSAS CITY, MISSOURI 


Keystone Auto. Warehouse, Inc. 


KNOXVILLE, TENNESSEE 
Re Be Clapp Co., 
Small Hagin Div. 
LITTLE ROCK, ARKANSAS 
555, Incorporated 
LOUISVILLE, KENTUCKY 
Ellingsworth Auto Electric Co. 
LOS ANGELES, CALIFORNIA 
Electric Equipment Company 
MEMPHIS, TENNESSEE 
Bauer Auto Parts 
MILWAUKEE, WISCONSIN 
Wisconsin Magneto Company 


NEW MERCHANDISING PROGRAM 


NEW SERVICE CENTER 


TECUMSEH 
ENGINES 


s Mr- 101-10) ale oleh 1-1 oa od ole 10] on cae BI VAI} 0) eB Gl a-bacela 


MINNEAPOLIS, MINNESOTA 

Reinhard Brothers Company 
~~ ORLEANS, LOUISIANA 

. Cc. Suhren Corporation 

oun. NEBRASKA 

Carl A. Anderson, Inc. 
PHILADELPHIA, PENNSYLVANIA 

Sullivan Brothers 
PHOENIX, ARIZONA 

Jones Battery & Electric Co. 
PITTSBURGH, PENNSYLVANIA 

Pitt Auto Electric Company 
PONTIAC, MICHIGAN 

M ichigan Engine Supply Co. 
PORTLAND, OREGON 

Tracey & Company 
RICHMOND, VIRGINIA 

Richmond Auto Parts Company 
ST. LOUIS, MISSOURI 

Electric Parts & Service Co. 
SANFORD, NORTH CAROLINA 

Brown’s Auto Supply Co., Inc. 
SALT LAKE CITY, UTAH 

Frank Edwards Company 
SEATTLE, WASHINGTON 

Pacific Magneto & Engine Co. 
SHREVEPORT, LOUISIANA 

Chain Battery & Automotive 


STATES AND 


FIRST-RATE CENTRAL WAREHOUSE DISTRIBUTORS 
THROUGHOUT THE UNITED 


CANADA 


SIOUX FALLS, SOUTH DAKOTA 

Locke Auto Electric Service 
SPOKANE, WASHINGTON 

Gill & Wall, Incorporated 
SYRACUSE, NEW YORK 

. A. Grossman, Inc. 

TAMPA, FLORIDA 

Spencer Engines & Magneto, Inc. 
TULSA, OKLAHOMA 

Magneto Ignition Company 
WOODSIDE, NEW YORK 

Automotive Electric Serv. Corp. 


CANADIAN DISTRIBUTORS 


CALGARY, ALBERTA, CANADA 
Hutton’ s Limited 

EDMONTON, ALBERTA, CANADA 
Loveseth Limited 

HALIFAX, NOVA SCOTIA, CANADA 
Halifax Ignition Limited 

SASKATOON, SASK., CANADA 
Lambert Electric Co., Ltd. 

TORONTO, ONTARIO, CANADA 
Addison Auto Electric, Ltd. 

VANCOUVER, B.C., CANADA 
Magneto Sales & Service, Ltd. 

WINNIPEG, MANITOBA, CANADA 
Pritchard Engineering Co., Ltd. 


FACTORY FIELD-SERVICE ENGINEERS 


SEE THE VELLOW PAGES 


, Wisconsin 


Find It Fast 
In The 
Yellow Pages 
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Look for this “Tenite’ label 
on flexible plastic pipe 





The durability of flexible pipe varies with the quality of the poly- 
ethylene resin used in its manufacture. That's why it’s always wise 
to stock pipe that carries the “‘Tenite” label. 

The “‘Tenite”’ label tells you the pipe has been made from a special 
pipe-grade formulation of new high-density Tenite Polyethylene, a 
rugged, dependable Eastman plastic. This plastic has been par- 
ticularly developed to meet the unique requirements of above and 
below ground, indoor and outdoor piping installations. 

Pipe made with high-density Tenite Polyethylene is easy to in- 
stall, light in weight, non-corrodible and low in cost. Its uses in 
indoor and outdoor water distribution are virtually endless. It is 
ideal for farm irrigation, drainage operations, sewage systems, lawn 
watering—to mention but a few of its growing list of uses. 

Pipe carrying the labe] of high-density Tenite Polyethylene meets 
and exceeds the requirements of Commercial Standard CS 197-60, 
a U.S. Department of Commerce Standard for the over-all quality 
of polyethylene pipe. It also bears the National Sanitation Founda- 
tion Seal of Approval for carrying drinking water. 

A helpful folder has been prepared explaining the features and 
durability of pipe made from this versatile material, and listing 
many of its current uses. Write for ‘Some Questions and Answers 
about Polyethylene Plastic Pipe.’ Address EASTMAN CHEMICAL 
PRODUCTS, INC., subsidiary of Eastman Kodak Company, 
KINGSPORT, TENNESSEE, 


HIGH-DENSITY 


TENITE 


POLYETHYLENE 


an Eastman plastic 
Want more facts? Circle 112, p. 75 





Re T's AS 
F LONG... 48TING, FLEXIOLE OS” 
Pi’ eg 18 MACE OF 
HIGH-DENSITY 


TENITE 


POLYETHYLENE 


an Eastman plastic 


Tenite Polyethylene is the Brand name of a tegh quality 
polyethylene marketed Dy 

EASTMAN CHEMICAL PRODUCTS. INC 

Sudsi@rary of EASTMAN KODAK COMPANY 

& performance and res stance to al! type 

of deterroration are outstanding 











No pevisen 
EDITION 


now ready! 





HARDWARE AGE 


BUILDERS’ 
HARDWARE HANDBOOK 


By Adon H. Brownell, A.H.C. 





This all-inclusive volume covers base metals, finishes, ALL NEW FEATURES 


hinge requirements, lock functions, exit devices, door 
closing devices, lock security and keying, hardware 
installation, special type hardware for specific types 
of buildings, and safety precautions. Operating 
costs, financing, marking goods, other information 
necessary for efficient management. A complete 
glossary of builders’ hardware terms is also 
included. 


1. New products and developments 
(all obsolete items deleted) 


2. New American standard specifications 
3. Anchor reinforcement hinges 

4. Automatic door openers 

9. Automatic door bolts 


6. Streamlined and concealed-in-head door 
closers 


7. New type roller door stops 


AL ” 
274 pages, 8/2" x 11 only $8.00 8. Bi-fold and folding panel doors 


385 illustrations clothbound 


CHILTON CO. - BOOK DIV., Dept. HA! 
56th & Chestnut Streets 
WRITTEN BY AN EXPERT Philadelphia 39, Penna. 


WITH 45 YEARS’ EXPERIENCE Please send me copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of the 
IN -BUYING, SELLING invoice in the amount of $8.00 per copy, plus 45 cents handling and postage. 


AND MANUFACTURING Nome 
BUILDERS’. | Address 
HARDWARE City Zone Stote 


Check here if sending payment with order, saving you the 45 cents handling and postage 
charge. 
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NO. SHCVB — NEW! all-in-one 
COMBINATION 8” SLIP JOINT PLIER 
AND HOSE CLAMP AND WIRE CUTTER. 
Has grooved facing to adapt CorBIN 


‘ and other type spring clamps in the 
automotive & home appliance field' 


oe \ \ 


- < 


~ LOW 
PRICED 


COMBINATION 


PLIERS 


FOR MASS MARKETS 


"TO PROFITABLY RETAIL AT 


1 8HCVB: An economical 8” plated-finish 
combination slip joint and hose clamp plier. 
Use as hose clamp, plier in the second position 
of the slip joint. DISPLAY PACKED — with 
individual pliers in red vinyl bag: six per box; 
one gross per shipping carton. Weight, 72 Ibs. 
per carton. Retail at 88c. 


8VB; An economy 8” plated-finish slip joint 

plier with wire cutter. DISPLAY PACKED 
with individual pliers in red vinyl bag; six per 
box; one gross per shipping carton. Weight, 75 
Ibs. per carton. Retail at 88c. 


8VBCP; 8” polished durable chrome finish 

plier. DISPLAY PACKED with individual 
pliers in blue vinyl bag; six per box: one gross 
per shipping carton. Weight, 75 lbs. per carton. 
Retail at 99c. 


8VB SLIP JOINT PLIER 
WITH WIRE CUTTER. 


8VBCP CHROME FIN- 
ISH PLIER. 


x ’ ats 





gat ONAL 88+ 


ot” vawues IN 


| 


Ss get this | 
FREE DISPLAY 


with your choice of these two assortments! 


Sales compelling display carton stimulates “impulse” sales, 
speeds turnover, increases profits. YOURS WITHOUT COST 
when you buy either of the 2 fast-turnover assortments below! 


ASSORTMENT +VB-X 18 each of 8SHCVB and 18 each of 8VB 
pliers; 3 doz. pliers in all. 


ASSORTMENT +36AST contains six each of the following; 

6 — X8VB pliers 6 — #SP4P open end wrench set 

6 — #HCVB pliers 6 — #SP7K hex key wrench set 
12 — £180 18 pc. hex key sets 


BUY BOTH OF THESE 88¢ trade winning assortments today 
ALL UPLAND TOOLS ARE MADE IN AMERICA 


x 
: 
x 
} 
x | 
; 


UPLAND INDUSTRIES, INC., UPLAND (Suburb of Chester), PA., U.S.A. 


HAE-Ut / 461 


Mffts. of a full line of hex keys & hex key sets, metric keys & sets, 6”-8”-10” pliers, open end wrenches. 


Wont more facts? Circle 113, p. 75 
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Cash in on high 


with CO LAWN MOWER SPARK PLUGS. 


' 


‘\ 


THEY SELL ON MERIT— 
THEY SELL ON SIGHT 


gai: , E | 
tat | 


Display AC Lawn Mower Spark Plugs 
near big ticket items such as major 
gardening tools and the mowers them- 
selves for added sales. Ask about AC 
Merchandising Package ST-103 (includes 
a self-serve display rack, sales banner, 
informative reference booklet). 
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PLACE YOUR ORDER THROUGH 
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volume impulse sales 
“and CO MARINE SPARK PLUGS 


AC Lawn Mower Spark Plugs and AC Marine 
Spark Plugs are key sales items for hardware 
dealers all summer long. Each is job-designed 
for a specific task. In many ways, they are the 
ideal product—a necessity which is also a 
high-volume impulse sale item. Many addi- 
tional sales result when these AC Spark Plugs 
are prominently displayed. 

When you sell AC Spark Plugs, you sell 


pest 


Display AC Marine Spark Plugs where 
the boating enthusiast will be sure to see 
them—near boating accessories and 
skin-diving equipment. Use SPM-85, 
the AC Marine Spark Plug self-serve 
rack with five popular spark plug types 
that cover 85% of the outboard market. 
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Get EASIER |STARTING 


vel 


reliability. This has been demonstrated in 
countless lawn mowers and in every marine 
application. First-time starts are an AC spe- 
cialty that’s appreciated by gardeners and 
sailors alike. They go for the protective plastic 
shells that keep ACs factory-fresh until needed, 
too. Cash in on these big markets by dis- 
playing AC Marine and Lawn Mower Spark 
Plugs throughout the summer buying season. 


AC SPARK PLUG & THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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YOUR REGULAR @ WHOLESALER TODAY! 
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Selection of eye-catching Caster Card-Paks conforms to NRHA 
. ° informative brochure 
Turnover Handbook recommendations. New, decorative wheel on Cater Gord Puks ta 


colors—white, black, and clear—plus choice of 5 stem casters, Bean nae marge 
. . ; oca 
4 plate casters, and nail-on glide fill 80% of your customers’ needs. === —Ssfrom Faultless. 
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Protective 
Coster Card-Paks stand up or can be tiered Caster Card-Paks are designed to hang Each Caster set is shipped to you in pro- 
to make a display with customer appeal! sturdily from pegboard wall fixtures! tective, colorful sleeve that acts as a box! 


@eeee*eesee*eneneenees8seeneeees 
@*eeeeecs#es7ee*ees*edsP#@e#seteses ses 


Faultless Caster Corporation Evansville 7, indiana 


Branch Offices in principal cities of the U.S.; see the Yellow Pages of 
the telephone book under “Casters.” Canada: Stratford, Ontario 


Faultless 


OF T3435 2) 


Want more facts? Circle 114, p. 75 
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STERLING 
“DIAMONDS FOR DEALERS 4 LINE of PLUMBING BRASS 
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Sellable 


lavatory 
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COMPLETE LINE OF BATH TRIM, LAVATORY LEGS AND TOWEL BARS, LAVATORY FITTINGS, LAUNDRY TRAY 
TRIM, SINK FITTINGS, LAWN FAUCETS, BOILER DRAINS, VALVES, SINK STRAINERS, TRAPS, FLEXIBLE SUPPLIES 


Sterling’s “Diamonds-for-Dealers” Line is tailored 
especially for Hardware Dealers! Modern Styling (to 
catch the eye); Top Construction (to make sure cus- 
tomers call back); and Value Packed—to assure highest 
profit! Call your Wholesaler or send coupon. 


Sterling Faucet Company 
Morgantown, W. Va. 


Please send folder “Hardware Group of 
Plumbing Fittings” 


NAME 
COMPANY 
ADDRESS 

‘CITY. | STATE 








"wire STERLING 
Nove ~All FAUCET COMPANY 


MORGANTOWN, W. VA. 











Want more facts? Circle 115, p. 75 
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P-100—Here is the ultimate in operating economy for stop-go, light-load 
deliveries. Standard 223 Six engine may be equipped with economy carbu- 
retor for added fuel savings. Maximum GVW is 5,000 Ib. Available with 96- 
or 102-inch wheelbase for bodies with 6- to 9-foot loadspace length. 


Want more facts? Circle 116, p. 75 
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DURABILITY 


BY A 


~ WARRANTY 


.. IN A BIGGER CHOICE OF 
WALK-IN DELIVERY MODELS! 


The new extended warranty forall 1961 Ford Trucks 
is positive evidence of the greater durability you get 
from Ford. Each part, except tires and tubes, is now 
warranted by your dealer against defects in material 
or workmanship for 12 months or 12,000 miles, 
whichever comes first. The warranty does not apply, 
of course, to normal maintenance service or to the 
replacement in normal maintenance of parts such as 
filters, spark plugs, and ignition points. 


You get a bigger choice of walk-in delivery trucks 
with Ford’s complete range of P-Series (forward 
control) and F-Series (conventional) chassis. More 
custom-built delivery bodies are installed on these 
Ford models than on any other make! 


Where maximum loadspace in minimum truck 
length is important, you can’t beat Ford’s 1961 
Parcel Delivery Series. The new P-100 stripped- 
chassis is excellent for lightweight, bulky, stop-go 
loads. For longer routes and heavier payloads, the 
larger P-350, 400, 500 and 600 stripped-chassis or 
windshield-front-end models are recommended. 


Where minimum price is more important than 
short overall length, Ford F-Series chassis-cowl or 
chassis-windshield models are best! They permit 
easy, low-cost mounting of the exact body to fit 
your needs. 


In either series, you get a sturdy truck-type sus- 
pension system with [-Beam front axle for simplified 
maintenance and up to twice the front tire life 

obtained with car-type suspensions. There is a choice of 

two economical engines—the standard 223 Six or, for heavier 
loads, the more powerful 292 V-8. Numerous chassis options such 
as automatic transmissions, high-capacity springs and heavy-duty 
batteries and generators help you tailor these models to your job. 


The bodies illustrated represent but a few of many you can get on 
a Ford chassis. Your Ford Dealer will gladly work with any equip- 
ment manufacturer to provide the complete unit that best suits 
your door-to-door delivery needs. 


FORD TRUCKS COST LESS f 


SEE YOUR FORD DEALER’S “‘CERTIFIED ECONOMY BOOK” FOR PROOF! 





Foro pivision, Ard MolorCompany, 
Want more facts? Circle 116, p. 75 


P-350—Any special body with 7 to 11% feet 
of loadspace length may be easily installed on 
this series. Maximum GVW 8,000 Ib. Available 
with 104- or 122-inch wheelbase. 


P-400—A popular unit for bigger routes. Maxi- 
mum GVW is 10,000 Ib. 137-inch wheelbase 
accommodates 11- to 13-foot bodies. Larger 
series up to 18,500-ib. GVW available for 
heavier loads and longer bodies. 


F-100—Ford’s 4-ton chassis-cowl keeps initial 
costs at rock-bottom low. 114-inch wheelbase 
for bodies with 54- to 6'4-foot loadspace length. 
Maximum GVW is 5,000 Ib. 


F-350—Ford’s 1-ton chassis-cowl has 132-inch 
wheelbase (101.7-inch cowl-to-axle dimension) 
for bodies with up to 9-foot loadspace length. 
Maximum GVW is 9,800 Ib. Available with single 
or dual rear tires. 
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THERE'S SALES MAGIC IN THE 
COMPLETE CRESCENT LINE 
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Ever since Crescent originated their famous sale promotional material and product 
adjustable wrench more than fifty years ago, excellence combine to make Crescent 
the Crescent trade marks have stood for top a high-profit, fast-turnover line that no 
quality in hand tools. Year by year Crescent alert tool dealer can afford to overlook. 
has added other tools until today Crescent 
is one of the broadest, most diversified lines 
that a dealer can stock. 

National advertising, effective point-of- 





Sign of lhe O¢risan 
Syl of Exccllence 
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Crescent is our trade-mork, registered in the United States ond abroad, for wrenches and other tools. Sold by leading distributors ond retailers everywhere and made only by 
CRESCENT FTFOGCt. COMPANY, JSAMES TOWN, NEW YOR K 
Want more facts? Circle 117, p. 75 
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PUMP SALES 
& SERVICE 
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CALLBACK or SALE? 


For the dealer or contractor who handles Deming with technical help. Result: more time for you to make 


pumps, it’s probably a sale. Callbacks on Deming are 
rare. There are other advantages, too, that put more 
productive hours in your day: 

Deming offers you a big, ‘‘one-source’’ line of de- 
pendable pumps and water systems—you can sell the 
right one for the job. All are competitively priced. And 
Deming Sales Engineers are there when you need them 


~ DEMING” 


637 Broadway * Salem, Ohio 


Want more facts? 


more sales ... with the plus of customer satisfaction 
that leads to repeat sales. 

Deming’s complete line includes Submersible Pumps, 
Convertible Jet Water Systems for shallow and deep 
wells, Shallow Well Reciprocating, Deep Well Rod, Multi- 
Stage Centrifugals, and Turbine Pumps in a wide range 
of sizes and capacities. 


Coed oe 


Piease send me complete descriptive literature on Deming 
pumps and water systems. 


Oe ,,,, ————aEoEEEEEE 


ADDRESS 
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Circle 118, p. 75 
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Every one of these boats, 
SAIL 
AUXILIARY 
INBOARD or 
OUTBOARD 


will need some new line this summer. 


Some owners will purchase reliable 
COLUMBIAN MANILA, the standard for 
all natural fibre ropes . . . but most 
will choose a COLUMBIAN synthetic, 
either 
NYLON 
DACRON* 
POLYPROPYLENE or 
POLYETHYLENE, 
because COLUMBIAN synthetic ropes 
have become famous for 


HIGH STRENGTH 
LOW WEIGHT 
LONG LIFE and 

STABILIZED LENGTH. 


You can use COLUMBIAN with 
confidence for 
SHEET 
HALYARD 
MOORING or 
ANCHOR LINES. 


Check COLUMBIAN before buying 
any new line this season. Be sure 
you get all four . . . high strength, 
low weight, long life and stabilized 
length . . . even though you may 
have to pay a little more. 


* E. |. du Pont Trademark 


COLUM BIAN 
Rope Company 


" Auburn, ‘"The Cordage City,'' New York 
Want more facts? Circle 120, p. 75 > 





Rapidseal 
Cast Bronze Solder-joint 
Pressure Fittings 


complete lines 
of solder-joint 
fi ‘ings by 


Rapidseal 
Wrot Copper Solder-joint 
Pressure Fittings 


. . . and that one is GRABLER — known 
for pipe fitting quality excellence for more 
than half a century. In Grabler’s Square [SG 
line of Rapidseal solder-joint fittings you 
will find the fittings needed to eliminate 
special make-ups on the job — or in the 
shop. What is more, popular sizes in all 
three lines are cartoned for your conveni- 
ence. For your best real value buy, stand- 
ardize your solder-joint fitting requirement 
with Grabler Square |= Fittings. Order a 
supply from your best source — your 
wholesaler. 


ITRABLER | 


SQUARE’ G’ PIPE FITTINGS 











Grabler Warehouses Serving Your Best Source — Your 
Wholesaler: New York ¢ Philadelphia « New Orleans « 
Boston ¢ Atlanta e Pittsburgh e Cincinnati e Dallas e 
Chicago e St. Louis e Detroit « Denver e San Francisco e 
Minneapolis e¢ Los Angeles 





Rapidseal 
Cast Bronze Solder-joint 
Drainage Fittings 


Mark of Quality — Service — Dependability 
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S TO CA UP Make these fast-selling refreshment sets your 


hottest item this summer. They’re packed 
Nf O)\WY, with eye and buy appeal—and exceptional 
22° profits for you! They practically sell them- 


selves, mass-displayed in their attractive 
on these popular gift-display cartons. Bargain-conscious 

housewives will find these colorful beverage 

sets irresistible at such low, low prices. 


Dp at te Zz ns fe O 2 S U m Inve | % The 7-piece refreshment set is available in 


five sparkling designs. Each set consists of 
entertainment six 11 oz. tumblers and matching 86 oz. 
pitcher in an attractive gift-display box. 
You'll need plenty of each popular design on 
hand all summer long. So order plenty, and 
mass display these handsome refreshment 
sets to discover how really profitable an 


item can be. 
Want more facts? Circle 121, p. 75 

















And don’t miss out on the mass appeal of 
these colorful 9-piece tumbler caddy sets. REFRESHMENT SETS 

They’re ideally suited for fair weather fun , 

on lawn or patio... or as a practical gift for a a om pee 
the new June bride. Each set includes eight Curlicue Bands 6 34 

12 oz. heavy-base 22K gold edge Anchorglass ae eee 6 s 

tumblers and stylish brass-finish caddy mst Fait ™ 34 

packed in white gift carton. All three tumbler Fiesta Bands 34 

designs shown here are available from your 
wholesale distributor. Or, write us direct. 


Visit us at the National Housewares Show : 
McCormick Place, Chicago, Ill.— July 10-14 No. Decoration a a — 
BOOTHS 908-10-12 , 

0 3600/ 370 Liberty 4 25 $4.00 


Now...more than ever... 3600/ 369 Rippling Rhythm 25 4.00 
3600/ 371 Coronado 4 25 4.00 


ANCHORGLASS ANCHOR HOCKING GLASS CORPORATION 


Lancaster, Ohio 


TUMBLER CADDY SETS 


makes you money...makes you friends 
Wont more facts? Circle 121, p. 75 
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HE HASN'T HEARD OF BLACK & DECKER! — tie: wou nat 


type customers have made B&D the best known tool brand in the land. For 


example, in 4” drills, the key to the power tool market, one out of every three 


owners swears by Black & Decker. This marked brand preference for Black 
& Decker helps you sell new drill owners—and helps you move present B&D 
drill owners along to profitable sales of accessories and attachments as well 


Black e Decker: 


— best known tool brand in the land 
— the world’s first cord/ess electric drill 


as jig saws, sanders and saws. 


Want more facts? Circle 122, p. 75 A Want more facts? Circle 123, p. 75 > 
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MU LTI-STAGE 


Deep Well Jet Pumps 


Multi-stage means More Pressure, and to meet the need for 
plenty of water at greater-than-average pressure for today’s 
modern living, Universal has developed the multi-stage 
Series JR, deep well jet pump. The Universal Series JR is 
designed especially for folks desiring the advantages of 

a quality multi-stage pump without having to pay a 
premium price. The higher pressure, multi-stage 

Series JR is comparable in price to ordinary single 

stage jet pumps—but what a difference in perform- 

ance! Recommend a Universal Series JR pump. The 

Series JR is a member of the premium quality 

STARIine, rugged pumps for rugged jobs. 


DEEP WELL PUMP 


The Series JS is a Selective Stage pump, recog- 
nized for many years as the world’s finest for 
extra deep wells or for higher water pressures. 
Unlike conventional multi-stage pumps, the 
Selective Stage pump can discharge water into 
the tank at either high, moderate or low 
pressure as desired. No expensive special tank 
required. 


DEEP WELL PUMP 


Brightest star of the new STAR Line in the 
Series JD, a self-priming deep well pump of 
multi-stage design. It is completely automatic 
and fool-proof in operation. The pump actu- 
ally seems to think. If the water level in the 
well gets pumped down, the Deeprime Jet will 
cut itself off and wait. The pump won't lose 
prime even on low capacity wells or if pump- 
ing gaseous water. Undoubtedly the finest 
pump ever built. 


SHALLOW WELL PUMP 


The Series JX Multi-Prime is the high 
pressure, higher capacity pump for jet age 
living. As the name implies, the Series JX 
Multi-Prime is a self-priming, multi-stage 
pump. The Multi-Prime is a shallow well 
jet pump with the jet built into the pump 
case. The check valve, too, is built into the 
pump itself, at the surface, and nothing is 
required in the well but a length of suction 
pipe. 


SHALLOW WELL PUMP 


The STAR Line Series JY is a vertical cen- 
trifugal pump designed to boost the water 
pressure beyond that obtainable with or- 
dinary pumps. While the Series JY is a 
multi-stage pump, the price is comparable 
to that of many single stage pumps. It is 
easily installed on a shallow well, cistern, 
lake or used as a booster pump to increase 
— from a storage or overhead 
tank. 
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THE WORLD’S FINEST SUBMERSIBLE PUMPS 
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4-INCH SUBMERSIBLES | lie | 
The most dependable service record of any submersible pump ever built | 
—that's what dealers claim for Universal submersibles. Why? Superior design, qual- , | 
ity construction, liberal use of bronze wherever wear may occur. Horsepower ratings ¥ Q | 
from '/, to 5 hp. Heads to 800 feet. Capacities to 100 gpm. ~ \ 
| a\— 4 | 
SUBMERSIBLE TURBINES ee \\ 
| | 
For municipal water supply, for city in-line booster service, for irrigation or indus- ~ | 
trial applications, Universal submersible turbines for 6-inch, 8-inch or larger diameter |» : } | 
~ Z wells are very BIG on performance. Horsepower ratings from 3 to 40 hp. Heads me \ C | 
"i to 1000 feet. Capacities to 400 gpm. > ‘ | 
| | | | 
: | 











Universal uses only the finest materials available to make pumps — close grain + 1\% 
cast iron, stainless steel and enduring bronze. Then, it’s what Universal skilled 
craftsmen do to those materials that has built such a reputation for performance! 
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At Universal, special research and development laboratory facilities maintain con- 3 i 

stant check on every submersible pump. Automatic duplicating machines eliminate : 

possibility of human error. Absolute uniformity of parts assures proper alignment, 
freedom from vibration, and long-life efficiency. _ 








Factories and factory branch offices located throughout the United States provide 
the kind of service dealers want. Representatives are close at hand. Deliveries 
can frequently be made overnight. And, Universal Submersibles are backed by war- 
ranty plus a ten-year exchange plan. 
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ECONOMY PRICED 


PUNIPS ... 


WATER SYSTEMS 


uals 
Series RP ~~. 


For the user desiring a modestly priced water 
system without sacrificing quality and dependa- 
bility, Universal has specially designed the Series 
RP — double duty units that are self-priming 

on shallow wells or performing with great 
efficiency on deep wells. 


Series RP pumps are the top selling pump in the 
nation today! The reasons are simple: top 
quality materials assure long service life; 

_ Series RP water systems are complete with all 

_ the needed parts (no costly extras to buy); and 
the name UNIVERSAL on it is a badge of 
superiority you can point out to customers 

with justifiable pride. 





‘SHALLOW WELL 
SYSTEMS 


PACKAGE WATER SYSTEM 
WATER SYSTEM COMPCNENTS 


Universal Series RP units are available for instal- 
lation on shallow wells as either a package system, 
complete and ready to connect to the water source, 
or aS Various Component parts to make up a water 
system. 

A shallow well kit is provided with units ordered 
for shallow well installation. 


Universal shallow 
well injector. 


DEEP WELL 
SYSTEMS 


Series RP double duty pumps may be ordered 
for instaliation on deep wells or easily 
converted from shallow well to deep well use 
by use of the kit. On deep well 
installations to 60 feet, the Series RP with 
exclusive Syncro-Flow design does not require 
a control valve and no hand adjustment is 
needed. A manually set control valve is used 
for greater lifts to 120 feet. Deep well kits are 
available for either two pipe or single pipe 
installations. — 


Ss. 


Parallel pipe kit includes 
bronze injector-foot valve as- 
sembly and a by-pass plug 


Vo, 


Single pipe kit includes bronze injector 
with packer-foot vaive assembly, by-pass 
plug, adapter flange, and threaded coupling. 








FOR MORE 


UNIVERSAL TURBINE PUMPS UNIVERSAL 


phone, write or visit the 
| Universal Mfg. Co. factory 
plications or municipal water supply. | branch office nearest you. 


$90 Fn SW, Bidg. 8-6 
Soeae: thaws 9-3509° 


BINGHAMTON, WN. Y. 
Court Street 
: RAymond 3-6359 
ie44 Oeden Ave. 
Downers Grove, Illinows 
UNIVERSAL GenNTRIFUGAL PUMPS Se ie. 
Hwy. 183 etnies 12, Irving, Texas 


Small centrifugal pumps for air con- : Blackburn 3-1167 


Package turbine pumps for low cost installation jon 
4 or 6 inch wells. Bigger deep well oil or water lubri- 


cated lineshaft turbines for irrigation, industrial ap- 


ditioning applications or big, heavy 5065 Colorado Bivd. 
Shia et Phone: DUdiey 8-4107 
duty pumps for sprinkler irrigation or rene tn. 
industrial uses of all kinds. Engine - mecdang oct gg lens 
driven centrifugal pumps, skid or HACKENSACK, W. J. 
301 Lodi Street 


trailer mounted, for portable service. Phone: HUbbard 9-0300 


HOUSTON, Tex. 
2515 Texas Ave. 
Phone: CApito!l 2-9491 


UNIVERSAL | 
mette” LOS ANGELES, Cal 
CONTRACTORS’ Phone: ANgelus 1-8166 


PUMPS 2114 So, ist Street 
Phone: SPring 2-3656 


Self-priming portable pumps, AGC PET, ten. 
rated, either motor or engine driven, ~— ae +5606 

for de-watering use. Wide range of 4732 $0, Orange Blossom Tr. 
ratings to 200,000 gph. Choice of skid PHOENIX, Ariz. 

or trailer mount. | Phone: 252-4178 





PORTLAND, Ore. 
9510 S$. E. McLoughiin Bivd. 
Phone: OLive 4-5451 


. RICHMOND, Cai. 
[ ieises Uaneen S00 
UNIVERSAL " iw 1506 ellen, $t 
SUMP PUMPS , 


Low cost basement drainers or industrial sump 
pumps. Popular submersible type basement 
drainer or conventional column type. No per- 
manent installation required. Choice of all 
bronze or epoxy enamel finish. 





, Cal. 
1 East El Camino Ave. 
Phone: WAbash 5-2785 


Other Factories in 
- Jacuzzi-Universal do Brasil 


Caixa Postal No. 400 
_ pags 
Me do Campo 42-7073 


Factories at as 
RICHMOND, CALIFORNIA Phone: ther 67104 ee 


BERKELEY, CALIFORNIA 

ST. LOUIS, MISSOURI! 
TORONTO, CANADA 
MONTERREY, N.L., MEXICO 
SAO PAULO, BRAZIL 
Branch Offices in all 


UNIVERSAL MFG. CO. Principal Cities 











Industrial distributors 
consider how to... 


Triple Industrial 
Supply Convention 





Use management tools 


to improve net profits 


Convention speakers point up merits of knowing 


which lines are profitable and how to manage 


inventories as way to better profits this year. 


You have the tools of modern management; use them. 


This was the theme of the 1961 Triple Industrial Supply Con- 
vention in spotlighting a program for distributors to use to im- 
prove net profits in the year ahead. 

Tools in this program are: Control of costs through knowledge 
of profitability of lines; control of buying through inventory man- 
agement; control of costs in handling small orders. Various asso- 
ciation committees will tackle the small order problem, and at- 
tempt to come up with suggestions that distributors can apply 
to their market. 

The 1961 convention reflected the atmosphere settling over busi- 
ness that the early years of the 1960s are failing to live up to 
advanced billing as “soaring.” Notable for their absence at the 
convention were papers on the need for more volume, for more 
margin. Notable for their presence were attitudes that in a mar- 
ket served by many suppliers and distributors the road to a 
better net profit is for each distributor to concentrate on better 


management. 


This was the 56th annual con- 
vention sponsored by the American 
Supply & Machinery Manufactur- 
ers’ Assn., the National Industrial 
Distributors’ Assn., and the South- 
ern Industrial Distributors’ Assn. 

The convention was in Atlantic 
City, May 22 to 25. Meetings and 
receptions were held in the Hotels 


Dennis and Traymore. The Con- 
ference Booth Program, and the 
opening general session, were held 
at Convention Hall. 

The distributors got down to 
business the first day after the 
general opening session in the 
morning. After lunch, distributors 
went up to the Traymore Hotel 


and heard four program-speakers 
outline the need for sharpening 
their tools of management to dig 
more net profits out of their 
businesses. 

Two of these tools have been 
in use for some time. One is the 
study of the profitability of lines. 
The other is inventory management 
to do a better job of buying. 

Several methods of studying the 
profitability lines have been pre- 
sented at recent conventions. This 
year the emphasis was: You know 
how to conduct profitability studies, 
so use one of the methods, then 
put the results to work. 

The speaker, a distributor with 
an accounting background who has 
applied profitability studies to his 
company, was emphatic in urging 
distributors to do their own work. 
The point was strongly made that 
studies of other distributors can- 
not be applied to a distributor’s 
own business. 

Distributors, also, were caution- 
ed to brace themselves for some 
real surprises. A study of the 
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profitability of lines, they were 
told, may well show some glaring 
weaknesses. Some areas thought to 


be strong contributors to net prof- 
its may turn up with a surprise 
loss of net profits. 


INDEX 


to this report of the triple convention of the 


AMERICAN SUPPLY & MACHINERY 
MANUFACTURERS’ ASSOCIATION 


NATIONAL INDUSTRIAL DISTRIBUTORS: 
ASSOCIATION 


SOUTHERN INDUSTRIAL DISTRIBUTORS: 
ASSOCIATION 


Management tools for better profit. 
Convention keynote address... 
How to bolster net profits... 
ASMMA officers for 1961-62 
NIDA, SIDA officers for 1961-62. _. 


Conference booth program opened... 


Awards for advertising promotions........ 50 
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The other tool in use for the 
past year has been the inventory 
management tool. This tool has been 
presented to distributors by sem- 
inars conducted across the country, 
to show distributors by discussions 
and case studies how to apply 
management to buying. 

Another facet in the program 
oulined for distributors came at the 
closing session of NIDA. The prob- 
lem of the small order was dis- 
cussed. 

Robert C. Fernley, NIDA execu- 
tive secretary, pointed out that 
the small order problem may never 
be eliminated. There are certain 
areas of emergency where good 
customers must place small orders 
and it is the obligation of dis- 
tributors to accept them. 

Association committees will take 
up the problem, Mr. Fernley an- 
nounced, and explore the different 
ways that the problem can be 
minimized. 

To put the spotlight on the prob- 
lem, Mr. Fernley reported on some 
figures developed from distributors’ 
experiences. The results showed 
that 40 percent of the lines of 
billing were under $5; 26 percent 
were under $15. The average dollar 
value per line of billing was $22.19. 

The proportion of the number 
of invoices in relation to dollar 
value were 25 percent under $5; 

(Continued on page 49) 





Keynote address 





Triple Industrial 
Supply Convention 





“,.. 1 firmly believe that the bugaboos 


will be conquered, because they are be- 


ing conquered today. If they can be 


licked by one company or industry, they 


can also be licked by others .. .” 


by Samuel D. Conant 


Jacobs Manufacturing Co. 
West Hartford, Conn. 


From time to time, each of us meets an old timer in 
the business. 

When we are asked, “What’s new in the trade?” we 
don’t hesitate a minute to talk about the complex and 
unusual problems manufacturers and distributors are 
facing in these sorrowful sixties. Among these are 
over-expansion, profits’ squeeze, blanket purchasing, 
price cutting, specialty houses, imported goods, direct 
selling and insufficient margins. 

Invariably, our friend, whether he be distributor or 
manufacturer, gently points out that we’ve discovered 
nothing new. 

He clearly remembers that every single one of these 
problems also bothered the industry in the twenties. 
and the thirties, and the forties, and even in the 
fifties. As a matter of fact, the only time he couldn’t 
remember them was between 1941 and 1945, and possi- 
bly he was just too darn busy to care then. 

But what of it? What does this all mean to you 
and me, to your company and mine? It either means 
that these old bugaboos will be with us forever, or 
perhaps the day may come when through wisdom, 
trust and hard work, we may slowly eliminate them 
from the picture forever. 

I firmly believe that the bugaboos will be conquered, 
because they are being conquered today. And if they 
can be licked by one company or one industry, then 
they can also be licked by others. 


In nearly every instance, the principal problems 
facing us today stem directly from the over-expansion 
which has. occurred in both the manufacturing indus- 
try and in the distributional industry. This over- 
capacity, which was largely created during and after 
World War II should, we pray, gradually be absorbed 
as our economy continues its growth. 

Over-capacity has created for us a buyer’s market. 
In that direction our thinking must turn if we are 
to obtain a solution to our current problems. 

We must accept the fact that there is just too much 
manufacturing capacity in every product line and too 
much distributional capacity in every market area. 
Then we must proceed to build our plans on this un- 
welcome foundation. 

Who is our common adversary? 

None other than your best friend and mine, the 
industrial consumer, the man who keeps us alive. 

If we have problems, he knows about them. He 
occasionally has aided and abetted some of them, and 
may possibly even have created some. 

It is to him, and only to him, that we must look for 
help. His help will come, but will only come when he 
has become completely sold on our way of life, which 
means that he will have realized the virtues of: 

Buying only quality merchandise. 

Paying a fair price for this quality and the service 
it represents. 

Buying it through his local distributor and being 
convinced of the value added to the goods by this dis- 
tributional medium. 

In order to swing his thinking in our direction, it 
becomes very apparent that he must be educated. It is 
up to us—distributors, manufacturers—to educate 
him while selling him. 

A lot can be done through our trade paper editorials 
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and in our advertising programs. But the real leg- 
work can only be done at the buyer’s desk. This must 
be done by our salesmen, whom I like to refer to as 
our corporate images. 


Am I proposing that we place a burden on the backs 
of these men that they will be unable to carry: Selling 
our industrial way of life, as well as the products and 
policies of the house they represent? Certainly not! 


The added burden isn’t heavy. It is just that most 
of us have never tried it on for size. Furthermore, I 
don’t think that this task should be considered op- 
tional by any of us. It’s a must. 

Just in case you are wondering where you might 
obtain some ammunition which would be most helpful 
in fortifying your salesmen, let me refer you to this 
little book which contains the finest story on the con- 
tribution of the industrial supply distributor to our 
economy that I have ever read. The book is entitled 
“Value Added By Industrial Distributor.” It was pub- 
lished by Ohio State, and can be obtained from NIDA’s 
headquarters in Philadelphia. It should be required 
reading for every marketing executive, for all field 
men, and for every one connected with the distributor’s 
selling organization. 

I think you distributors are hiding your light 
under a bushel. Have you ever thought of having 
your local associations place copies of this valuable 
work on the desks of the key purchasing men in their 
communities? 


We all do a swell job in giving our men technical 


knowledge. But how many of us do an equally good 
job on the fundamentals of good selling techniques 
and old fashioned salesmanship. 

Why worry so much about selling? Because selling 
is our life’s blood. Superior selling means superior 
performance and profits. 

You general managers who pride yourselves in your 
modern manufacturing facilities and your crack engi- 
neering departments will never cash in until we have 
an equally fine selling department. 

Keep up your selling power and you won't have to 
worry about your competition: “Blanket purchasing, 
specialists, chain store operations, foreign competition, 
or other bugaboos. 

We manufacturers and distributors are bound to- 
gether with a chain that we can not break, that we 
dare not break. 

We’re the classic example of Ben Franklin’s famous 
words, “United we stand, divided we fall.” 

High sounding conversation? I’ll say not, for there 
isn’t a manufacturer in this room who can get along 
without the support of his distributors. There isn’t 
a distributor present who will survive without his 
suppliers. 

Our business is one of America’s finest, and also 
one of her most important industries. It is indispensa- 
ble in peace, vital in war. Its annual sales are in excess 
of $4 billion. Most of us will give it our entire busi- 
ness lives. 

Is it worth working for? Worth fighting for? I'll 
say it is! 


How to bolster net profits 


An afternoon of self appraisal 
of some elements that contribute 
to a satisfactory net profit was the 
theme of the joint NIDA and SIDA 
convention program. 

Two industry speakers pointed 
up the need for more use of the 
profitability of lines approach, and 
the need for better inventory con- 


Robert M. Fridrich 
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trol through buying procedures. 
Two non-industry speakers pointed 
up the need for sales management 
at the executive level and for image 
building with purchasing agents. 

Profitability of lines. Use of one 
of the methods available to distrib- 
utors to know the profitability of 
lines and the application of the in- 
formation gathered was pointedly 
urged by Robert M. Fridrich, 
chairman of the relative profitabil- 
ity of lines committee. Mr. Frid- 
rich mentioned his background of 
accounting prior to becoming an 
industrial distributor 10 years ago. 
He is with Orr Iron Co., Evansville, 
Ind. 

Mr. Fridrich pointed out that a 
study of profitability of lines is not 
a witch hunt, ut that it gives dis- 
tributors a grasp on their business 
not available through old-fashioned 
hit-or-miss approaches to sales 
analysis. 


“Yet, we cannot sell enough dis- 


tributors on the use of profitability 
studies,” Mr. Fridrich lamented. 
Mr. Fridrich cited some star- 
tling facts dredged up in his com- 
pany when the contribution of a 
line to net profits was studied. 
Two salesmen had virtually the 
same sales volume records for a 
given period. On the basis of gross 
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profits Salesman A had a better 
record than Salesman B. Yet, when 
profitability of lines was applied 
the business brought in by Sales- 
man B was substantially more prof- 
itable than the business brought in 
by Salesman A. 

One of the star salesmen had a 
fine record, extending over many 
years, for sales volume and gross 
profits. New salesmen were told to 
emulate the star salesman’s meth- 
ods. When profitability of lines 
was studied, however, the star 
salesman’s record was far from a 
star rating on the basis of net 
profits. 

“A misconception among distrib- 
utors is that nothing can be done 
with facts uncovered,” Mr. Frid- 
rich continued. 

“You have to make your own 
analysis. You cannot depend on fig- 
ures developed by another distribu- 
tor, or on a composite group of 
figures.” 

Inventory management. Another 
seminar on inventory management 
will be held in Chicago, June 15, 16 
at Executive House, Rufus K. AIl- 
lison, chairman, modern methods 
committee, reported. Mr. Allison is 
with Industrial & Textile Supply 
Co., Charlotte, N. C., and the new 
president of SIDA. 

This seminar, like others con- 
ducted during the past year, will be 
conducted by Dr. George A. Wilkin- 
son, distributor management con- 
sultant, Princeton, N. J. Those 
attending will be taught how to de- 
velop an economical system for 
maintaining inventory. 

Mr. Allison suggested that dis- 
tributors enroll personnel who can 
establish policy at the buying level 
of their companies. 


Hugh Robertson 


Sales management. Salesmen 
neec enthusiastic sales manage- 
ment to cope with today’s selling 
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ASMMA officers for 1961-1962, from left, John F. Reed, Paul A. Johnson, 
William K. Downey, Donald L. Price, George H. Woodland. 





President 
*Paul A. Johnson 
Dake Corp. 
Grand Haven, Mich. 


First vice-president 
*George H. Woodland 
Chain Belt Co. 
Milwaukee, Wis. 


Second vice-president 
*Donald L. Price 
Norton Co. 
Worcester, Mass. 


Secretary 
*William K. Downey 
Skil Corp. 
Chicago, Ill. 


Treasurer 


*John F. Reed 


Stratford, Conn. 


Business manager 
W. B. Thomas 
Hunter-Thomas Associates 


Cleveland, Ohio 


Executive committee 
The president, vice-presidents, 
secretary, treasurer, and 
*Henry R. Merrill 
Behr-Manning Co. 
A div. of Norton Co. 
Troy, N. Y. 





Manning, Maxwell & Moore, Inc. 


1961-1962 officers of the 
American Supply & Machinery Manufacturers’ Association 


(Triple Industrial Supply Convention 
May 25, 1961, Atlantic City) 


*Richard A. Modig 
Holo-Krome Screw Corp. 
Hartford, Conn. 


*William H. North 
Ferry Cap & Set Screw Co. 
Cleveland, Ohio 


*Douglas R. Starrett 
L. S. Starrett Co. 
Athol, Mass. 


*F. P. Maxwell 
Power Tool Div. 
Rockwell Mfg. Co. 
Pittsburgh, Pa. 


*Ralph D. Mount 
Bassick Co. 
Bridgeport, Conn. 


Everett Addoms 
Besly-Welles Corp. 
South Beloit, Il. 


Edward R. Burkardt 
J. H. Williams & Co. 
Buffalo, N. Y. 


E. L. Jackson 
Aro Equipment Corp. 
Bryan, Ohio 


J. F. Whitcomb 
Minnesota Mining & Mfg. Co. 
St. Paul, Minn. 


W. R. Kunkel 
Boston Gear Works 
Quincy, Mass. 


* Newly elected 
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problems, Hugh Robertson, of 
Porter Henry & Co., New York 
City, told the joint session. 

“Your salesmen are facing a new 
breed of buyers today,’ Mr. Rob- 
ertson said. “Product knowledge 
alone is not enough. 

“You need to teach salesmen to 
be more effective when they are 
before their prospects. They need to 
know how to translate product 
knowledge into customer benefits. 
The need today is for sophisticated 
salesmen. Training must be built 
above the basics. You need to train 
your salesmen to use words, how to 
listen, how to learn.”’ 

The term sales management, Mr. 
Robertson suggested, should be 
scrapped and the term sales leader- 
ship used. 

Sales image. A preliminary re- 
port on a survey underway by Ohio 
State University to find out what 
purchasing agents think of indus- 
trial distributors was presented by 
Bruce E. MacNab, of the Ohio 
State staff. 

The need to emphasize technical 
helps available from distributors is 
evident in some of the information 
developed thus far, he pointed out. 
The corporate image of the indus- 
trial distributor must be brought 
into focus with the concepts of cus- 
tomers, the purchasing agents. 

Professor MacNab cited some re- 
sults as to the dominate reasons 
for making purchasing decisions. 

In abrasives, he reported the 
first factor in buying given by pur- 
chasing agents was technical serv- 
ices supplied by the distributor; 
- second, standing of the distributor 
in the industry; third, condition of 
the supplier’s inventory. 

In hand tools, first consideration 


Bruce E. MacNab 
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1961-1962 officers of the 


National Industrial Distributors’ Association 


(Triple Industrial Supply Convention 
May 25, 1961, Atlantic City) 


President 
*John D. Williams 
Mau-Sherwood Supply Co. 
Cleveland, Ohio 


First vice-president 
*Warren L. Foss 
M. L. Foss, Ine. 
Denver, Colo. 


Second vice-president 
*Alfred F. Riecken 
Orr Iron Co. 
Evansville, Ind. 


Executive Secretary 


Robert C. Fernley 
Philadelphia, Pa. 


Secretary 
Robert G. Clifton 
Philadelphia, Pa. 


Board of governors 


*James F. Donahue (Area |) 
Chandler & Farquhar Co. 


Boston, Mass. 


David B. Voorhees (Area 2) 
R. C, Neal Co., Inc. 
Buffalo, N. Y. 


Paul D. Rickman (Area 3) 
Bard Tool & Equipment Co. 


Kalamazoo, Mich. 


*Lewis W. Gilbert (Area 4) 
Screw Machine Supply Co. 
Chicago, Ill. 


Elbert R. Gilbert (Area 5) 
Pratt-Gilbert Hardware Co. 
Phoenix, Ariz. 


*Miles F. Alexander (Area 6) 
A. J. Glesener Co., Inc. 
San Francisco. Calif. 


* Newly elected 











1961-1962 officers of the 


Southern Industrial Distributors’ Association 


(Triple Industrial Supply Convention 
May 25, 1961, Atlantic City) 


President 
*Rufus K. Allison 
Industrial & Textile Supply Co. 
Charlotte, N. C. 


First vice-president 
*“Tom M. Nelms 
Wessendorff, Nelms & Co. 


Houston, Texas 


Second vice-president 
*G. R. MecCalla 
Industrial Supplies, Inc. 
Memphis, Tenn. 


Secretary-treasurer 
Allen W. Hill 
Atlanta, Ga. 


Executive committee 
Cc. R. Dent 
Blue Ridge Hardware & Supply 
Co. 
Bassett, Va. 


George W. Anderson 
Gastonia Mill Supply Co. 
Gastonia, N. C. 


* Newly elected 


B. B. Lowe 
Bert Lowe Supply Co. 
Tampa, Fla. 


“Charles H. Colvin 
Young & Vann Supply Co. 
Birmingham, Ala. 


J. M. Kinabrew, Jr. 
Standard Hardware & Supply Co. 
New Orleans, La. 


John A. MacLaren 

Oliver H. Van Horn Co. of 
Fort Worth 

Fort Worth, Texas 


**John C. Pye 
Pye-Barker Supply Co. 
Atlanta, Ga. 


**~L. D. Montague 


B. L. Montague Co. 
Sumter, S.C. 


** Immediate past presidents 











was based on breadth of line; sec- 
ond, nearness of suppliers; third, 
services rendered. 

In fasteners, first consideration 
was price; second, accessibility of 
sellers; third, services rendered. 

Some areas where distributors 
can improve their image, coming 
out of the survey, are better follow- 
up on calls, better training of sales- 
men, making specialists of inside 
salesmen. 


Use management tools 
to improve net profits 


(Continued from page 44) 


30 percent were $5 to $15, and 
only 8 percent were more than 
$100. 

Some suggestions for correcting 
the small order problem suggested 
by Mr. Fernley that distributors 
can apply now were: Check at- 
tached to orders under $100; ask 
customers to consolidate small or- 
ders; consider reducing commis- 
sions paid on small orders; pre-pack- 
aging items frequently called for 
in small orders; looking into ways 


Robert C. Fernley 


to reduce paper work, such as 
by-passing a credit check. 

In closing the NIDA meeting the 
new president, John D. Williams, 
emphasized the need for distribu- 
tors to apply some study of the 
profitability of lines to their busi- 
nesses, and to improve their pub- 
lic relations to enhance their stand- 
ing with their customers. 

The convention opened May 22 
with a reception. The next morn- 
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NIDA officers for 1961-1962, from left, Alfred F. Riecken, John D. Williams, 
Warren L. Foss. 


SIDA officers for 1961-1962, from left, Charles H. Colvin, Rufus K. Allison 
Tom M. Nelms. 


Conference booth program is officially opened as presidents of three associa- 
tions cut ribbon, from left, Miles |. Stray, NIDA; Samuel D. Conant, ASMMA; 
J. C. Pye, SIDA. 
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ing manufacturers and distribu- 
tors joined in the opening general 
session. Samuel D. Conant, presi- 
dent of ASMMA. gave the keynote 
address. Awards for excellence in 
advertising that promote the dis- 
tributor method of merchandising 
were made. Then Charles R. Sligh, 
Jr., executive vice-president, Na- 
tional Association of Manufactur- 
ers, reviewed legislation affecting 
business. 

The closing session, May 25, 
brought manufacturers and dis- 





tributors, into session again.- An 
address on the military situation 
was given by Hanson Baldwin, 
military editor, New York Times. 

The distributors held a joint 
session the afternoon of May 23. 
The May 25 program opened with 
each association holding a _ break- 
fast business meeting. 

The Conference Booth program 
was on May 24. 

Each association this year ad- 
vanced its first vice-president to 
president. New presidents are: 
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ASMMA, Paul A. Johnson, Dake 
Corp., Grand Haven, Mich. 

NIDA, Warren L. Foss, M. L. 
Foss, Inc., Denver, Colo. 

SIDA, Rufus K. Allison, In- 
dustrial & Textile Supply Co., Char- 
lotte, N. C. 


Awards made for ad promotions 


Awards for excellence in adver- 
tising and promotional materials 
in selling the extra values pro- 
vided by their distributors were 
made to manufacturers during the 
opening session. 

This was the tenth year of com- 
petition, sponsored by the adver- 
tising and awards committee of 
NIDA and SIDA. Presentations 
were made by the committee 
chairman, C. McD. England, Lo- 
gan Hardware & Supply Co., 
Huntington, W. Va. 


The awards were made to these 
companies and accepted by these 
officials: 

Silver plaques, for overall ex- 
cellence. 

Boston Gear Works, W. R. Kun- 
kel, general manager. 

B. F. Goodrich Industrial Prod- 
ucts Co., George Koch, merchan- 
dising manager. 

Simonds Saw & Steel Co., Clyde 
N. Mansur, vice-president, sales. 

Bronze plaques were awarded 
in these classes: 


Advertising award plaques, and company officials who accepted them. 
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Class A, magazine advertising. 

Acme Chain Corp., Herman E. 
Pihl, vice-president, 

Chain Belt Co., G. H. Woodland, 
vice-president, marketing. 

Republic Steel Corp., W. E. 
Fruhan, assistant manager of 
sales, pipe division. 

Henry G. Thompson & Son Co., 
A. W. Tucker, vice-president, 
sales. 


Class B, direct mail advertising 
in manufacturers’ voice. 

Belmont Packing & Rubber Co., 
Walter J. Rooney, vice-president, 
sales. 

Simonds Abrasive Co., Leo G. 
Breckenridge, sales manager. 


Class C, direct mail advertising 
in distributors’ voice. 

Parker-Kalon Div., Peter B. Mc- 
Sherry, vice-president, sales. 

SKF Industries, Inc., D. B. Eden, 
director of distributor sales. 


Class D, catalogs. 

Cleveland Twist Drill Co., L. J. 
Pugsley, assistant to vice-presi- 
dent, sales. 

Dumore Co., Harry Wardrip, 
vice-president, sales. 

Illinois Tool Co., Raymond H. 
Blakeman, general manager. 

Lunkenheimer Co., Melvin W. 
Pauly, vice-president, sales. 

Awards committee chairman for 
next year will be T. Gordon 
Vaughan, W. M. Pattison Supply 
Co., Cleveland, Ohio. 





Home modernization and redecorating are booming the sales of 


builders’ hardware in stores. If you know your market and 


spotlight your lines with wall displays then . . . 
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CAN SELL 


MORE 


BUILDERS’ HARDWARE 


by J. R. Strandmark, Townley Metal & Hardware Co., Kansas City | 


The share of the coming builders’ hardware marke 
boom that you can expect to get for your store 
depends on: 

(1) How well you know your market. 

(2) How you apply this knowledge of your market 
to merchandising ideas that will create store traffic 
and convert traffic into sales. 

Add to these two factors the benefits of displays, 
plus the location of your builders’ hardware depart- 
ment with closely related departments, and you are 
moving towards more sales and profits from the home 
remodeling and redecorating market. 

Knowledge of your market is so important. Since 
markets are people, you want to know what they really 
expect to get from the money they spend on their 
homes. 

Some customers, for instance, want to remodel 
their basements to get a recreation room. Other 
customers want to enlarge and modernize their 
kitchens. Others want to convert attics into bedrooms 
and play rooms. While other customers want to 
modernize to add living, bed, and bath rooms. 

Back of the remodeling or modernizing projects 
your customers talk about there are a few pet peeves. 
For instance, customers realize that in general they 
do not have enough closet space, bedrooms are too 


small, they do not have big enough living quarters 
for entertaining, or that they need more than one 
bath. When it comes to the kitchen, customers talk 
about remodeling when they want a bigger kitchen, 
more space for the eating area, more counter and 
storage space, space for recipes, cookbooks and other 
office materials. 

It pays to listen to what your customers say, and 
figure out what they mean. You pick up angles that 
help you suggest merchandise to meet these needs. 
And that means more sales of builders’ hardware and 
related merchandise. 

Redecorating jobs are just as important, in sales 
for your store, as modernization projects. Every 
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You Can Sell Builders’ Hardware 


Replacement door knobs & roses Other door bolts 
Spindles-skeleton keys-strikes Cabinet locks 
Extra lock cylinders All 


Chain door stops 
Screen door springs 
es door stops Ball door checks 
Screen door braces 
Screen door pulls 
House numbers 
Sliding door privacy locks Padlocks 


Chain door fasteners Plated door butts 


Mortise door bolts Screen door hinges 


Surface bolts Screen door sets 
Edge, flush pulls 
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How to organize a display 
and stock area for your 
door hardware items 


This wall display can be 36 or 48 in. wide, 
14 in. perforated panel board from base to top 


Wall display for mail boxes 


Shelf display for padlocks, door knock- 
ers, modernization lock kit sample, 
working lock samples, handles, rim 
night latches and deadlocks. 


Shelf display for house numbers, 
screen and storm door closer, screen 
and storm door latch samples. 


Shelf with glass binning 21 different 
items. 


Stock area for locksets, modernization 
kits, nite latches, other door hard- 
ware. 


Stock area for screen door latches, 
door butts, various kinds of hinges. 


Stock area for mail boxes, door clos- 


ers, and larger and bulkier items. 


How to stock a door 
hardware section 


The following suggestions are quite general, as re- 
quirements vary considerably in different sections. 
For instance, in Florida there is considerable de- 
mand for aluminum finish while in the midwest pol- 
ished brass is the predominant finish and dull 
bronze runs second. Here are some of the more im- 
portant items in door hardware with minimum num- 
ber to stock and with retail! prices given. 


MAIL BOXES— 
6 to 8 numbers, priced from $2.50 to 
$15.95. 


LETTER BOX PLATES— 
1 large, of good quality; 1 standard. 


DOOR LOCKS, EXTERIOR AND INTERIOR— 
Top quality grade in one design and finish, 
all functions. 

Low cost, one design and two finishes, all 
functions. 

Modernization lock kit, one finish. 

Rim nite latches and deadlocks. 

Auxiliary mortise cylinder spring latches and 
deadlocks. 


DOOR KNOCKERS— 
3 or 4 designs. 


HOUSE NUMBERS— 
2 styles; one top quality brass, one reflec- 
tive. 


SCREEN AND STORM DOOR HARDWARE— 

Latches, offer replacements for old style 
mortise latches plus 4 or 5 numbers and 
merchandise, one for aluminum door latch 
replacement. 
Closers, good quality hydraulic $12 to $15: 
good quality pneumatic $4.95; low cost 
pneumatic $1.95; low cost pneumatic re- 
placement for aluminum doors $1.95. 
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redecorating job has potential for replacement hard- 
wa.. For instance, a kitchen repainting job can lead 
to new pulls, knobs, catches, hinges, space savers, 
labor saving devices for the cabinets. A bathroom 
repainting or tile job can lead to sales of new towel 
bars, soap dishes, tissue holders, robe hooks, grab 
bars, and towel rings. 

Every room has doors, and when doors are re- 
finished there can be sales of replacement locks, 
modernization lock kits, new door knobs and rosettes. 
Windows need new fasteners and lifts. Closets can 
use space savers like tie racks, hat and shoe racks, 
and extension rods. 

Now, how is your store arranged? After you have 
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You Can Sell Builders’ Hardware 
(Continued ) 


THIS IS YOUR MARKET... 


The average home owner last year spent about $300 for upkeep 
and maintenance. This is a key figure in estimating your potential in this 
$13 billion market. For more facts please turn to page 111. 

Other articles published in recent issues of Hardware Age pointing 
up the sales and profit potentials in builders’ hardware and related mer- 


chandise lines were: 


Oct. 6, p. 49, ‘‘What’s Happening to The Builders’ Hardware Mar- 
ket;’’ Oct. 6, p. 51, ‘‘Builders’ Hardware: A Source of New Profits;’’ Feb. 23, 
p. 37, “Your Chance to Add New Profits.”’ 


merged your knowledge of what the customer wants, 
with the merchandise you have to meet these needs, 
can you conveniently show and demonstrate your 
lines? Or do you steer the customer all over the 
store to view scattered displays? If a customer comes 
in “just to look around” will he get the impression 
from your store arrangement that you are in builders’ 
hardware. Or, will he find the lock set demonstrator 
tucked away back of fishing poles? 

If at all possible, your builders’ hardware, paint, 
plumbing and electrical departments should be close 
to each other. In all remodeling and redecorating jobs 
there are tie-in sales. 

Cross-merchandise your builders’ hardware with 
other departments, if grouping departments together 
is not possible. 

Most every kitchen redecorating job calls for new 
cabinet hardware, to give the kitchen a new look. 
Then cross-merchandise some cabinet hardware dis- 
plays in the paint department. Selections offered in 
cabinet hardware today are broad and appealing. It’s 
hard for a customer to resist buying well displayed 
lines. 

Every paint department should have a_ lock 
modernization kit sample on display. Several lock 
manufacturers offer these kits which are reasonable 
in price, and enable the home owner to remove the 
old style plates that cover the old screw holes. 

The best way to show this “before and after” idea 
is to get a couple of inside doors from the wrecking 
of an old home. Cut out the sections with the stiles, 
or rails, holding the old locks. Leave one cut out 
section as is. Remove the old lock from the other 
section and replace it with a lock modernization kit 
and a new lock. Then fasten both to pedestal type 
feet, for a display that highlights the new look in 
locks. 

Here is another selling idea that can excite your 
customers, especially women customers. Just display 
three or four designs of the new ceramic door knobs, 
back plates, cabinet knobs and switch plates in your 
paint section. 

As you plan your program to take part in the 
redecorating and modernization boom here are two 
key points to keep in mind: 

(1) Select good quality merchandise for your 
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builders’ hardware department. Most home owners 
are not satisfied with low-priced hardware furnished 
by many speculative builders. When it comes to re- 
decorating these home owners step up their builders’ 
hardware requirements. 

(2) Pull all your builders’ hardware lines together ; 
devote enough space to adequately display them; stock 
all related lines. In many hardware stores, builders’ 
hardware lines are spread all over, tucked away in 
the most convenient space when the salesman brought 
in the displays or demonstrators. This makes it dif- 
ficult to suggest and sell related merchandise, or to 
create the image that builders’ hardware is a major 
department. 

You can group your lines, for display and stock 
purposes into door, kitchen cabinet, bathroom, closet, 
and hobby hardware. 

Arrange one panel for each of these five groupings. 
This panel can be 36 in. wide, or 48 in. wide if you 
need additional space, of 1% in. perforated panel 
board, from base to top. Place double slotted shelf 
standards between each section. 


Your builders’ hardware department now has 
identity, a wall area with similar display arrange- 
ments for the top, middle, and lower sections. Each 
of the different categories can have a lighted sign 
in the valance. 


The department can be coordinated with colors. A 
suggested color scheme would be: 

Door hardware, yellow. 

Cabinet hardware, light blue. 

Bathroom hardware, light green. 

Closet hardware, mustard. 

Hobby, dusty rose. 


The colors listed above are suggestions only. Some 
dealers like to paint a department one color. Other 
dealers prefer to mix colors. The suggested colors 
are basically good colors, and intense enough to pro- 
vide a good background for the displays. 

The illustration accompanying this article shows 
how the section on door hardware, in the builders’ 
hardware department, might appear. 


Illustration, to be published, later, will show similar 


sections for the other groups of builders’ hardware 
lines. 
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RENTALS 


ean be a year ‘round profit source 


Here are ideas to help you decide the best location 


for your rental department * how to set up displays for 


more tie-in sales * how to promote your rentals effectively. 


by William P. Farrell, assistant editor 


This is the third and final article on how to set up and 
operate a profitable rental department. The information in 
these articles is designed to provide, in one place, the 
complete details of the operation of a successful rental 
department. in addition to summarizing information that 
appeared in articles previously published in Hardware Age, 
this Guide contains many additional new facts obtained 
from special field interviews and other surveys. 


How to locate your rental department 


Locating your rental department is much like locat- 
ing a display to encourage impulse sales. It should be 
in a location where it will be seen by customers. 

It should carry signs to identify it. Signs in other 
parts of the store should tell customers that you have 
a rental department. Good locations for such signs 
are: at the cash register; on the front door or win- 
dow; in the power tool section; the household cleaning 
supplies section; and the paint section. 

Many hardware dealers consider the best location 
for a rental department to be near or right next to 
the paint section. These two departments are more 
closely related than any others in your store. Most 
related merchandise sales from rentals come from the 
paint department. 


However, a big factor in deciding the location of a 
rental department is usually its size. For instance, 
if you are just getting started in rental business 
and have a limited selection of rental tools, the best 
location is near an entrance or exit, along a well 
traveled aisle. 

If you have a large selection of rental tools, and 
cannot supply enough space for the entire rental de- 
partment in one area of your store, you can spot 
some of the tools around your store near tie-in mer- 
chandise. When you do this, the tool should be accom- 
panied by a sign pointing out that the tool is for rent 
to make the job of applying the merchandise easier. 
This method is very effective in renting tools and 
selling related merchandise. 

For example, you can spot a lawn spreader, power 
mower, or any number or variety of rental garden 
tools near your lawn and garden merchandise section. 
Or, an electric drill near your builders’ hardware de- 
partment. 

Another factor to keep in mind when deciding the 
location of your rental department is customer con- 
venience. This is to simplify the job of the customer 
checking out a tool or piece of equipment and_ getting 
it to his car’ *y 

In this type situation, the best location is near an 
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Large in-store sign serves two purposes: Lists tools avail- 
able by categories; rental rates. 








RENTAL TOOLS = Cont'd 
Hand Tools and Equipment, eee eeeeeeeeaces 75¢ 
Newspaper space can be used to promote . , Step Ladder 
f; es Pole Tree Pruner 
a specific tool. FREDERICKSEN’S eek Seep Sane 
Post Hole Digger 
Mokes That Job Easier Staple Gun - Large - T-50 
Use Our Hand Saw 
RENTAL TOOLS Shovel 
Daily Rate Jimmy Bar 
TD: tutghcne, piaesbbensbadamatll $4. 00 
 EeGoc cn cee eewedcocecbebeancebes 3.50 
Floor Sander and Edger (together)........ 6.50 
Dise Sander and Polisher...........+eess 2.25 
; Furniture Clamps, ...s.sesecssesssesesecs 25¢ 
Gee NG. ccc cccccecse rv cceesvess ocoe 480 
RRR Hand Sander = «04. cc-cescsescscesseree 2000 
w ATE FT ey Hand Sander - ....... » badwecveseoos 2.50 
ees “NORD BNE ds cnc edeedesreevosees t. 50 
Hand Tools and Equipment. .........see0s: 50¢ 
7 Ce ? ... soe beheodhanwees 3.50 Brace 
8" Electric Saw - 5080 evesecesecsene GOe Sledge 
Sabresaw..... WITITTITITITT Tritt 2, 00 Pick 
PROS o yecoccercresenésecseccess 1.50 Conduit Bender 
Wall Paper Steamer - Electric eeeereeereee 4. 00 Grommet Setting Dies 
Pt Tet. s onvdcovvcswesoneetcasie. Gee Tin Snips 
Pe CONE 6c cost ceededvenonscevenbes sé 1.75 Staple Gun - Medium - T-32 
PRE SENSE coccccevecseesereseseeesce Deen Pipe Wrench 
Rug Cleaner -... a ee ee 1, 50 Extension Cord 
: _ Pe Ge Sy ca v9 3.54 60's os Seeweees Gree 
oP Tie , 
ain Saw Concrete Mixer - Electric - Half Sack...... 3. 00 
Date hil Extension Ladder - 18',........ceeeseeess 1. 50 Weekly Rate equals 5 days 
ROTO hers Furniture Dolly. .....cccsesccccescccesecs 1. 00 
Pementben Heaths < BP vicccewseccnsscddics 1. 50 Minimum 1/2 day equals 2/3 daily rate 
5/7 D. Batension Plank - 12"... cccccscccsesseses 1, 00 Delivery or Pickup..... 75¢ 
Nail Paper 











Stes xa¥ Yo . ° . P 
a. Mailer for hanging in customer's garage, tool house or 
basement workshop lists rental item, rates. : 





Delivery truck is a permanent, traveling 
s advertisement. 
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Large outdoor sign attracts passing traffic. 


Post card mailers keep customers reminded. 
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These two photos show how perforated pane! board can 


be used to display the smaller rental tools. 


WE 


TOOLS | 


exit, especially if you have a rear or side door to a 
parking lot. 

Several rental equipment manufacturers, especially 
the floor machine makers,. provide a variety of dis- 
plays and rental fixtures that can be used effectively 
to give your rental department customer-appeal. 














How to promote your rental section 

Many hardware dealers have found that the key to 
increasing rental volume is in more good vcivertising 
and promotion. The lack of good advertising and pro- 


= oRESS 
OT) 


Dear Customer: 





In case you didn't know, Smith Hardware has a big 
tool rental department for your every need, From 
floor sander to garden tools, those items that you 
need only occasionally and do not want to buyse. 
they're here. And the low rental prices will amaze 
you, Why put off those larger do-it-yourself pro- 
jects? Come in and see our selection of rental 
items, See how little it costs to ret all of the 
equipment you need | 








Or call MAin-123 for complete information and 
advice on that next project, 








Signs like this spotted throughout your store will call cus- 
tomers attention to your rental department. You can have 
several similar signs made up by your local sign painter at low 
cost. Black lettering on a red sign board is very effective. 


motion is a chief cause of non-profit rental depart- 
ments. 

Good promotion will increase volume in almost any 
department of your store. But, rentals especially 
thrive on it. Many of your customers may not even 
know that some types of tools can be rented, much 
less that you rent them. 

Your customers have to be constantly reminded that 
you have rental tools available, that the cost of rent- 
ing a tool is not expensive, and that renting a tool 
can make a job so much easier. This is why promot- 
ing your rental department is vital if you want it to 
be profitable. 

There are many methods for promoting your rental 
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RENTALS . . 2... . . continued 


tools. Some of the methods used successfully by hard- 
ware dealers are shown in Fig. 4. 

Your first efforts to promote rentals should be con- 
centrated in and around your store. The area where 
you have decided to locate your rental department 
should have a large sign to attract attention to it. 
Other smaller signs throughout your store should also 
mention the department. You should also have a sign 
of considerable size outside your store to attract 
passing traffic. 

Another effective means of promoting your rental 
department in your store is to tie-in the department 
with other merchandise promotions. For example, a 
window or in-store display of floor finishing mer- 
chandise could have a floor sander and polisher, along 
with a sign about rentals. Or, when you promote 
your household cleaning supplies spot a rug shampoo- 
ing machine in that department along with a sign 
giving rates, etc. 

These are two examples, but you can tie-in some 
items from your rental department with almost any 
promotion of any department in your store. 

For outside, direct to customers advertising, news- 
paper ads are effective and can be set up on a seasonal 
promotion basis. For instance, in the late Winter 
and early Spring, lawn and garden rental tools may 
be advertised. 

You can do this by either running an ad adjoining, 
or as part of your ad on lawn and garden merchan- 
dise. In the Summer months you can advertise tools 
for house painting and remodeling. 

Newspaper classified ads are especially effective 
for promoting your rental department if your store 
is in a small city, town or rural district. Many hard- 
ware dealers have a regular program of classified 
advertising. 

Make sure that you are listed in the telephone 
directory’s Yellow Pages under “Rentals.’’ You should 
also have a display advertisement in the Yellow Pages, 
as this is a constant source of advertising. 

Mailers are also effective. One of the best pieces 
to send out to customers is a card that can be tacked 
on the garage, tool house, or basement wall. List all 
of the tools you rent and the rates. When a customer 
needs a rental tool, mailing pieces like these are a 
good reminder that you have the tool he needs. 

This permanent-type mailer can also be supple- 
mented by smaller, more frequent mailings. Leaflets 
can be enclosed with monthly statements, or sent out 
as separate mailings from the list of names taken 
from your bookkeeping records. 

The basic purpose of promotion is to keep remind- 
ing customers that you have rental tools available, 
and to advertise new tools as you add them. 

A rental department is no different from any other 
department in a store. It will be profitable only if it 
is promoted constantly, aggressively and with imagi- 
nation. 

The simple procedures outlined in the three articles 
of this Rental Guide are based on the experiences 
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HOW TO GET MORE INFORMATION ON 
SETTING UP A RENTAL DEPARTMENT 


Some rental tool manufacturers have com- 
plete programs available to help dealers in set- 
ting up a rental department. Many of these 
programs include basic information on the 
types of rental markets, instructions on setting 
up a rental department, signs, banners, etc., 
for in-store promotion, ad mats, and direct mail 
pieces for direct-to-consumer advertising. Some 
of these manufacturers have also developed 
customer rental agreement forms which they 
provide for their dealers. 

If you are planning to start a rental depart- 
ment, or expand your present one, it will pay 
you to take a look as these various programs. 

The following is a partial list of the manu- 
facturers who provide such programs. Addi- 
tions to the list will be published in future 
issues. 


American Floor Machine Co. 
Div. of American Lincoln Corp. 
518 S. St. Clair St. 

Toledo 3, Ohio 


Campbell-Hausfeld Co. 
Harrison, Ohio 


Clarke Floor Machine Co. 

Div. of Studebaker-Packard Corp. 
30 E. Clay Ave. 

Muskegon, Mich. 


Glamorene, Inc. 
175 Entin Road 
Clifton, N. J. 


Holt Mfg. Co. 
669 Twentieth St. 
Oakland 12, Calif. 


Hyde Mfg. Co. 
54 Eastford Road 
Southbridge, Mass. 


Red Devil Tools 
P.O. Box 355 
Union, N. J. 





Part 1 of this Rental Guide was published in the 
May 4 issue, and explained the basic steps of deter- 
mining what tools to rent, how to select rental tools, 
and how to set up a profitable rental fee schedule. 
Part 2 was published in the May 18 issue and gave 
details on setting up the rental agreement, importance 
of proper tool identification, insurance coverage 
angles, bookkeeping methods, and forms for checking 
profitability. 





of other dealers. If you will follow these recommenda- 
tions, you too, can develop a rental department that 
will bring in extra traffic, will help sell other mer- 
chandise, and will, in itself, return a profit to you. 











L ottorc from Hardware Age Readers 








The future and profits .. . 


What will the store of the future be like? How will it meet 
competition? How large will it be? We asked these questions in 
the editorial “The future and profits . . .” in the Apr. 20 issue (p. 
7). We asked readers for opinions on these questions. 

Published here are some typical letters from readers. These 
letters are published to encourage a wider examination of the 
needs of the store of the future. An exchange of viewpoints with 
other hardwaremen is your best assurance of arriving at wise de- 


cisions. 


Hardware Age. 


The opinions expressed in these letters are those of the 
writers and do not necessarily reflect the views of Hardware Age. 


Depth of stock is most important 


Dear Editor: 

We are an old established firm 
and have a very fine following 
of people who do want to trade 
with us, in fact a lot of them 
go out of their way to come to 
our store. 

We are in a downtown location, 
with very little parking facilities 
and have as competition Sears, 
Ward’s and some chain paint- hard- 
ware stores. 

These firms, however, are an 
asset to us as they are only in- 
terested in the fast moving items 
and do not offer any real service. 
We, of course, benefit by having 
what customers want when they 
want it. The people here know 
they can get it in our store, so 
eventually they come here first and 
we get less and less of the “left 
hand” compliment of “we tried 
all over to get this item and found 
it here.” 

You may think that we are 
foolish to carry slow moving mer- 
chandise, but without it we might 


just as well close our doors. 

We are not worrying about our- 
selves as we can close shop to- 
morrow and not have to worry 
any more. But we do wonder what 
the independent has to look forward 
to in the future? 

The country has gone coupon 
nuts and this has created a flock 
of bargain hunters who look for 
what they can get for little or 
nothing. We tried it and we know. 


* 


* 


Let us have your opinions. Send them to the Editor, 


Sure, you get lots of people in 
your store. They cash in their 
coupons and you don’t see them 
until you offer something else in 
your coupon. 

I hope you will accept this letter 
in the spirit it is written, as you 
asked for comments on this subject. 

Yours truly, 
LeRoy Wells 
President 
Main Hardware, Inc. 
Kenosha, Wis. 


+ 


Tie-in with voluntary chain is likely 


Dear Editor: 


The hardware store of 5 or 10 
years from now will have accepted 
and perhaps even taken for granted 
the five basic elements that the 
chain always uses. 

These are: 

(1.) Making the store an attrac- 
tive place to shop; (2.) displaying 
by departments with like items 


together; (3.) using basic mer- 
chandise check lists; (4.) hard 
hitting store promotions, and 
(5.) operating controls of inven- 
tory. 

These things will be furnished 
as a matter of course by whole- 
salers. In addition, the independent 

(Continued on page 80) 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 75, and mail 


Item 1 
Shade-controlled night light 


Cable Electric’s Snapit Nite Lite 
line features a Swivel Shade used 
to control amount of light given off. 
Unit mounts flush to wall and has 


= MUTELITE 


an oversize heavy-duty rotary 
switch. Available in brown, ivory, 
pink, and blue. Packed on individual 
card, in poly bag, or 10 to display 
card. Cable Electric Products, Inc., 
Dept. HA, 234 Daboll St., Provi- 
dence 7, R. I. 


Item 2 
Budget-priced can opener 


Rival’s budget-priced all-steel can 
opener is cadmium-plated and has a 
cutting wheel for safe, smooth open- 
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CAN OPENER 








iT SWINGS! 


ings of every size or shape can. A 
3-position locking swing bracket 
allows it to be operated in several 
positions. Unit is’ skin-packed. 
Model 149 retails for $1.98. A step- 
up model, No. 249, with removable 
magnet retails for $2.49. Rival Mfg. 
Co., Dept. HA, 36th & Bennington 
Sts., Kansas City 29, Mo. 


Item 3 
Electric planing tool 


This Power Block Plane weighs 
only 4% lb, and can be held firmly 
in one hand for control and mobil- 
ity. Plane has 24% amp, 21,000 rpm 
motor, takes 1/64 in. bite on each 
pass. Can handle stock up to 2 in. 
Has adjustable fence for edge plan- 


ing, also planes rabbet cuts and 
bevels up to 90 degrees. Unit is 
71% in. long, 45% in. high. Retails 


for $54.50. Kit with carrying case, 
high speed cutter, sharpening stone 
and wall bracket retails at $64.50. 
Porter-Cable Machine Co., Dept. 
HA, Syracuse, N.Y. —~ 


Item 4 
Cleaning-finishing pads 
Scotch-brite brand cleaning and 
finishing pads are for metal clean- 
ing, light sanding and _ general 
cleanup work in home or industry. 
Packed 10 to a display box, the 
pads are available in two grades. 
The General Purpose is a very fine 
grade, the other is the Ultra-Fine 
pad. Can be used with hot water, 





Here is a quick Check 
List of items described 
in the following pages 


detergents and most solvents, and 
can be rinsed easily for reuse. 
Minnesota Mining & Mfg. Co., 
Dept. HA, 900 Bush Ave., St. Paul, 
Minn. 


Item 5 

Mouse trap with bait scent 
McGill’s Best mouse trap has a 

flavored plastic trigger with an 

aromatic bait scent that is locked-in 

during manufacturing processes. 


The trigger and scent are non- 
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to Buying Check List 
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toxic. Plastic trigger also features 
a new jaw-type bait holder that 
will hold additional bait if desired. 
Packed in polyethylene 2-Pac with 
extra large capper, pre-priced at 
25¢. Trap offers easy slot-set ac- 
tion and a 4-way trigger that re- 
leases right, left, up or down. Mc- 
Gill Metal Products Co., Dept. HA, 
Marengo, Ill. 


Item 6 
Two new housewares items 


The Handy Dryer and the Colan- 
der are two newest items by Rub- 
bermaid. The Handy Dryer is a 
single-piece, plastic coated wire as- 
sembly. It is 15%-in. long and 
snaps into place easily over a tub 
or shower towel rod to quick-dry 
overnight washables. The rigid- 
plastic Colander, shown, is a color- 
ful sink and cooking accessory. It 
is boilable, rustproof, with small 


supporting feet at bottom 
items retail for 98¢. Rubbermaid, 
Inc., Dept. HA, Wooster, Ohio. 


< 


Item 7 
Outdoor products display 
Outdoor Living Products Selling 


picnic jugs, 


effect. 
ice chests, 
camp lanterns and stoves, tents, 


. Both 


Center is a full-color merchandiser 
with three-dimensional 
displays 


It 
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WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


shelters, outing kits and fire light- 
ers. It is 5-ft 8-in. high; 4-ft wide; 
2-ft 2-in. deep. Unit is free with 
purchase of $180.33 assortment 
from Thermos 1961 line. Retail 
value of assortment is $272.83, and 
dealer profit is $92.50. American 
Thermos Products Co., Dept. HA, 
Norwich, Conn. 


Item 8 
Push-button steel tape 

This automatic steel tape has a 
push-button return mechanism. 


Pressure on side button stops blade 
at any length. Return speed is con- 


trolled by thumb pressure on but- 
ton. Replaceable blade has self- 
adjusting end hook. Waterbury 
Lock & Specialty Co., Dept. HA, 
Milford, Conn. 


Item 9 
2 drills with utility case 


Skil’s % in. drill Model No. 
530K, and % in. drill, Model No. 
560K, come in an all-steel utility 
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case with chrome handle and pearl- 
gray baked enamel finish. Case can 
be used for fishing tackle, first aid 
supplies, general utility storage. 
The \% in. drill has 2.5 amp motor 
for drilling in concrete, metal, 
wood. Attachments can also be 
used. Retail price is $18.95. The % 


in. model has 3 amp motor, retails 
for $32.95. Drills and utility case 
are packed in display carton. Skil 
Corp., Dept. HA, 5033 Elston Ave., 
Chicago 30, Ill. 


Item 10 

Space-saving tool display 
Howard’s Space Saver display is 

a revolving tube, mounted on a 

heavy cast iron base. It displays 

20 fast-moving paint and hardware 


“ ~ 
s * 
= + 
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tools in 12-in. of floor space. The 
display is free with the purchase 
of one of the several assortments 
available. The assortments provide 
back-up stock up to 25 dozen. 
Howard Hardware Products, Inc., 
Dept. HA, Newark 8, N. J. 


Item 117 
Folding panel spring pivot 
Grant Pulley’s 2500 Series Fold- 
ing Panel Hardware features a 
double-duty spring pivot that re- 
duces installation time, gives 
trouble free operation. Available in 
two sets: for one-way opening up 
to 3 ft, and for bi-parting openings 
up to 6 ft. Set 2540 for closet open- 
ings has sturdy apron mounts and 
standard butt hinges. Pivot and 
door guide made of self-lubricat- 





ing nylon. Each set complete with 
heavy aluminum track, all hard- 
ware and door pull. Available in 
tubes—12 sets per carton—or in 
bulk packages. Grant Pulley & 
Hardware Corp., Dept. HA, High 
St., West Nyack, N. Y. 


Item 12 

Self-priming pump series 
Barnes’ SPC Series of self-prim- 

ing centrifugal pumps offers 16- 

second priming and increased ca- 





ITEM NUMBER ON FREE POSTCARD, P. 75 


pacity and pressure over former 
Barnes models. Designated as 5 and 
7 series, the pumps are available in 
1% and 2 in. suction outlets in 
gasoline engine, electric and uni- 
versal drive models. Barnes Mfg. 
Co., Dept. HA, Mansfield, Ohio. 


Item 13 
Packaged air filters 

Packaged U-Trim-It air condi- 
tioner filters are available in a self 
merchandising display carton for 
increased summer sales. Filters are 
treated with hexachlorophene for 
added protection from air - borne 


bacteria. Filters can be trimmed to 
needed size, eliminating necessity 
of carrying a variety of sizes. 
Owens-Corning Fiberglas Corp., 
Dept. HA, National Bank Bldg., 
Toledo, Ohio. 


Item 14 
Universal aerator-connector 


This Bubble- Stream universal 
aerator and washing machine-dish- 
washer connector fits all standard 
threaded faucets. The aerator re- 
mains on the faucet at all times. 
The quick-action Cam-Lock re- 
mains on the washing machine or 
dishwasher at all times. To connect 
the unit, the Cam-Lock connector 
is pushed onto the aerator and 
locked in place. Comes in a plastic 
bubble-pak display card. Model SN- 


Sneversat 


AERATOR AD WASHINB MACHINE — 
with quick acta Cam-Lock” 





700 is made of heavy-duty, 
chrome - plated, machined brass. 
Wrightway Engineering Co., Dept. 
HA, 339 W. 112th Pl., Chicago, Ill. 


Item 15 
Pastel colored dustpans 


The Fulton line of household 
dustpans are colored to blend with 
most popular kitchen colors. Pans 
are available in sandalwood, daisy 
yellow, spring pink, sea turquoise, 
daring red, and black. Line in- 
cludes long and short handled mod- 
els, open or hooded, with or with- 
out rubber edges. Patent Novelty 
Co., Dept. HA, Fulton, Ill. 


Item 16 

Garden tiller attachment 
Panzer’s 13AC1 Power Tiller can 

be mounted on a garden tractor or 


used as a hand power tool. Used as 
tractor attachment, it gives full 534 


hp and 38 in. tillage width, cover- 
ing tire tracks. Throttle and clutch 
are operated from tractor. Un- 
mounted, it’s used with 13AC1 HK 
handle kit as walk-behind unit for 
small garden and farm chores. 
Panzer Products, Dept. HA, 
Waynesboro, Va. 


Item 17 
Power, hand garden sprayers 


Smith Garden King, No. 510, 
power sprayer is now available in 
a 10-gallon size to handle all types 
of insecticides, disinfectants, liquid 
fertilizers. A hand-pump sprayer, 
Dustmaster No. 38-D, consists of a 


glass jar that screws to heavy sheet 
tin pump, and extension rod for 
dusting undersides of leaves. D. B. 
Smith & Co., Dept. HA, Utica 2, 
N.Y. 


Item 18 
Auto body repair compound 
Devcon’s Fender Mender, a 


ready-to-use auto body repair com- 
pound, dries to a solid metallic 


substance that can be machined or 
sanded. It contains fiberglass, alu- 
minum and aé_e special bonding 
agent, and is used to repair holes, 
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rusted - out areas, dents, and 
scrapes. Also repairs leaking gas 
tanks, radiators. Resists water, 
gasoline and oil. Three-color dis- 
play unit contains 12 cans in two 
gravity-fed lines. Retail price is 
60¢. Devcon Corp., Dept. HA, Dan- 
vers, Mass. 


Item 19 
V4 in. electric drill 

Disston’s Dirk, % in. electric 
hand drill, has a 3 amp motor at 
right angle to drilling axis. Power 
is transmitted by Spiroid gear. 
Square design makes drill compact, 


~~ 


«ee? 
ce t0e ¢ 97 6 we + 
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easier to drill in tight quarters. 
Flat base serves as guide, and can 
be bolted to wood base for buffing, 
sanding, or wire brushing. Trigger 
switch cannot be tripped acciden- 
tally. Suggested retail price is $30. 
Disston Div., H. K. Porter Corp., 
Dept. HA, Pittsburgh, Pa. 


Item 20 
Cleaning kits for shotguns 


Hoppe’s Shotgun Cleaning Out- 
fits contain everything an owner 
needs to keep his gun in top condi- 
tion. Kits include regular size bot- 
tle of Hoppe’s No. 9 solvent: a 
pack of patches; 1 oz can of lubri- 
cating oil; dust-proof vinyl pack 
with fine cotton wiping cloth, alu- 
minum jag, phosphor-bronze brush, 
3-piece shotgun rod, and gun clean- 
ing guide. Outfits are in 410, 20, 
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HOPPE's 


16 and 12 gauge, retailing at $3.25 
each. Brushes and jags for other 
models available separately. Frank 
A. Hoppe, Inc., Dept. HA, 2314 
N. 8th St., Philadelphia, Pa. 


Item 21 
8 in. left handed scissors 

An 8 in. bent trimmer, Model 
No. 538C-8, has been added to the 
Kleenkut Lefty Scissors line. Scis- 
sors are especially ground and 
fitted for left-handed cutting. 
They’re made of nickel-plated car- 


bon steel, with hand-ground blades 
and contour handles. Retail price 
$3.50. Acme Shear Co., Dept. HA, 
Bridgeport 1, Conn. 


Item 22 

9-pc. salad service set 
Continental Can’s Simplicity 

Salad Service offers Continental 

styling. Six-inch serving bowls are 

clear glass, with square base. The 


salad tossing bowl duplicates this 
form in 11-in. size. Sets, including 
six small bowls, 11l-in. bowl, and 
black, silver - handled fork and 
spoon, have suggested retail price 
of $2.98. Hazel-Atlas Glass Div. of 
Continental Can Co., Dept. HA, 
100 E. 42nd St., New York 17, 
N. Y. 


Item 23 
White sealer for tubs 


Tub Seal dries to a smooth, white 
elastic finish that makes a leak- 
proof joint. Compound will not 
crumble, dry out, or crack. Can be 
applied easily with kitchen knife 
or spatula. Black Technical Indus- 
tries, Inc., Dept. HA, San Fran- 


cisco, Calif. 


Item 24 
Center-mount drawer slide 


Amerock’s center-mounted Tri- 
toller drawer slide features a poly- 
ethylene rear mounting bracket that 
can be nailed or stapled into place 
from outside back of cabinet, or 
nailed, stapled or screwed from in- 
side. Golden chromate finish over 
zinc plating resists rust, gives 
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Temperature-Pressure 
Relief Valve 
A.G.A. listed... 


meets F.H.A. requirements 


MASS MARKET 











conforms to 


A.S.A. Z21.22-1958 


From its heavy red 
brass body to special 
power-packed thermo 
element, the Mansfield 503 
fills every requirement for | Right in your neighborhood, thousands of homes have 
complete protection of hot 4 this common problem—sweating, dripping, cold water 
water heaters and tanks. | pipes. But the solution is fast and easy—it’s NoDrip 
8 yet, — —- Tape! Winds spirally around any size pipe—tees, 
packaged and priced to unions, angles, valves. No overwraps, no bands, brads 
promote sales .. . boost . 

or fasteners needed. Every customer is a prospect. 
profits to the mass market. 


Don’t sell your customers inferior, absorbent 
pipe wrapping that gives only temporary pro- 


tection. 
s . 
ieee sulation that’s 100°, vapor and moisture proof. 


Pressure Relief Valve | ; : \ Pays off in customer satisfaction—faster turn- 


over—surer profit. 





A.G.A. listed... 


meets F.H.A. requirements 


conforms to 


Pa 
A.S.A. Z21.22-1958 PACKED 12ROLLSTO |) “_> 


THE CARTON.DEALER  }*°) sip, 


, ‘App 


With many of the same Lege DISCOUNT 33'5%. 


features as the 503, the smal i 
Mansfield 460 provides es 3 $ 69 Up 
dependable, economical = 
pressure protection. Likewise, 
it possesses built-in 
sales appeal of heavy “ , LIST PRICE 
red brass body, test lever, eae 
modern packaging and SS=/p; 
competitive price. / S352/ <i GET THE COMMERCIAL AND 

— ag Teas cas, INDUSTRIAL TRADE, TOO, 
WITH NoDrip PLASTIC COATING 
For tanks, ducts, suction lines, walls, ceilings —any 
job, big or small. Applies like plaster with trowel, 
brush or spray. Adheres to metal, concrete, brick, plas- 


ter. Prevents condensation, rust, corrosion. List: 1 gal. 
$1.90; 5 gal. can $8.75; 55 gal. drum $90. 


MANSFIELD SANITARY, INC. Mortell COMPANY 


Perrysvillie, Ohio KANKAKEE, ILL. 
Want more facts? Circle 124, p. 75 Want more facts? Circle 125, p. 75 
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Write for bulletin L-4317A 
for full information. 

















HERE IS THE 
ORIGINAL 


MONEY 
BAG 


E SAF REPLACE 
B AFE ae 
ELEC RICA 




















SELLS 9 ELECTRICAL ITEMS 
INSTEAD OF ONE 


DISPLAYS these 9 desirable, profitable 
“everyday household needs, poly-bagged 
for the sweetest promotion of the season: 


e 6' Extension Cord 

* Pull Chain Current Tap 

¢ Attachment Plug Base 

¢ Cube Tap 

* Brown Jiffy Cap 

elvory Jiffy Cap 

* 2 15-Amp. OK® Plug Fuses 
* 30-Amp. OK® Plug Fuse 


MAKE MORE MONEY—ORDER 
THE HANDY KIT 


SOLD THRU WHOLESALERS ONLY 





“Perfection is not an Accident’ 


EAGLE ELECTRIC 
seitiogh CO., INC. 


SLAND CITY 1 NEW YORK 
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built-in lubrication. Extra-large 
front rollers are made of high-im- 
pact nylon. Available in 18, 22, 
2234, and 24 in. lengths. Sets in- 
dividually packed with screws, 10 
sets per case or in Cabinetmaker 
Pack, 50 sets in bulk shipping case. 
Retails at $1 per set in Cabinet- 
maker Pack, $1.12 for single set. 
Amerock Corp., Dept. HA, Rock- 
ford, Ill. 


Item 25 
Packaged household starch 


Glamorene’s Economy Twin- 
Packs of household starch include 
a mist sprayer for application. 
Sprayer can be rinsed after use, 
and permits use of entire contents 
of blue and lavender plastic bottles. 
Starch containers are packaged in 





a triangular - patterned cardboard 
sleeve with price spot and Glamo- 
rene trademark. Package also has 
Good Housekeeping guarantee seal. 
Glamorene, Inc., Dept. HA, 175 
Entin Rd., Clifton, N. J. 


Item 26 
Timer for water control 


B-Line Watertimer, Model R- 
1018S, works like a range timer to 
eliminate waste of water. Fits any 
standard 1% in. faucet, and works 
with sprinklers, bubblers or soak- 
ers. Spring-wound clock has 1- to 
60-minute contro] dial. The unit 
has a sturdy corrosion resistant 





mechanism in a durable Cycolac 
housing. Neecs no oiling or ad- 
justment, is not affected by heat, 
cold or water minerals. Buckner 


Mfg. Co., Dept. HA, 1615 Blacl.- 
stone Ave., Fresno 8, Calif. 
Item 27 


New adhesive containers 
Hybond Contact Adhesive is nov 
available in a brush-in-top pint con. 
tainer. The pint cans are furnishec 
in a dispenser-display carton fea 





turing the uses for which the ad- 
hesive is suitable. Pierce & Stevens 
Chemical Corp., Dept. HA, Buffalo, 
N. Y. 


Item 28 

Tool for shaping bullets 
Shooting hobbiests will be traffic 

for this Adjustable Single Cavity 

Swaging Core Mould to make bul- 

lets from scrap lead. Weight and 

length of bullet to be swaged can 





be varied by adjusting screw. Tool 
is available in .22, .30, .44, and .45 
caliber sizes. Unit costs $13.50 
zomplete, or $10 for mould block 
only. Lyman Gun Sight Corp., 
Dept. HA, Middlefield, Conn. 


Item 29 
Economy-priced spray gun 


This economy internal-mix paint 
spray gun, Model No. 212, operates 
on pressures from 20 to 45 lb, with 
air displacement of 1% to 2% cu ft 
per minute. Sprays paints, enamels, 
water-mixed paints and other ma- 


terials. Has finger-tip control, ad- 
justable spray pattern, hardened 
steel needle valve. Equipped with 
1 qt cup, round and fan nozzles. 
List price is $7.50. W. R. Brown 
Corp., Dept. HA, 2701 N. Norman- 
dy Ave., Chicago 35, Ill. 


Item 30 
Long handle hex wrench 


This Hex “T” Handle Wrench for 
hex socket screws has a die cast 
zinc alloy handle, cast to a high 
grade tool steel bit. Sizes range 
from 5/64-in. to %-in. and can be 
bought individually or in_ sets. 
Makes tightening of hex screws in 
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FROM LITTLE THING 
BIG PROFITS GROW! 


In your home . . . and in your business 
it’s often “the little things” that are im- 
portantly BIG. 


Consider YOUR store. Isn’t it little 
items — the nuts, the bolts, the screws 
. . . the coat and hat hooks, the sash 
fasteners, the sash lifts, the flush pulls 
and OTHER LOW-COST-FAST-TURN- 
OVER items that add up to a BIG part 
of your profits? 


That’s why the WESSEL line of little 
specialties is important to you; definitely 
worth featuring as well as stocking. Low 
cost; fast turnover; good mark-up — plus 
the VALUE and the QUALITY that 


customers appreciate. 


TO-DAY have your jobber’s salesman 
show you the WESSEL line of impor- 
tant “little things” that help you make 
BIG profits! 


WESSEL HARDWARE CORPORATION 


919-931 N. 5th St., Phila. 23, Pa. 


In Canada: Geo. S. Hall Co., 25 Grenville St., Toronto ! 
Export: Hall & Reis, Inc., 165 Broadway, New York 6 








little things are so important! 


+50 SASH FASTENER 


+10 COAT & HAT HOOK 
3” projection. 


2142 TUTCH LATCH opens 
and closes with a touch 


2144 MAGNETIC CATCH 
| permanent magnet, 

aluminum case; reversible for 

all types of cabinet doors 














at your self-service 


ARRO 
Plastic Carded 
Products 


Hollow Wall Anchors 
Toggle Bolts 
Nlollmalealele: 

Fiber Plugs 
Masonry Drills 


py = or WAL ANCHORS 


1/2 snort 


"MPO ts IN wr 


hestaiang: . 


‘hess re Wasra: £. 


Sold Th rough 
ata ogn ized 
Distributors Onl 


The switch is to ‘‘Dazy'’'—Arro’s newest 
product with improved features for 
better installation of fixtures to hollow 
wall construction. It's just one of sev- 
eral popular Arro products that lend 
themselves well to self-service mer- 
chandising. More reason you should 


go with the best .. . and that's Arro. 


TRADE ARRO MARK 


Arro Expansion Bolt Company 


P.O. Box 388, Marion, Ohio 
Want more fects? Circle 128, p. 75 
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| hard-to-reach 
| bores 
| Castings, Inc., 
| Ninth St 
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recesses or counter 
Bowersox Precision 
Dept. HA, 3523 W. 
, Chester, Pa. 


easy. 


Item 31 


| Golf cart accessory box 


This Pro Golf Pack clamps to 
most handles to hold tees, 
balls, cigarettes, matches, gum and 
scorecard. Has a built-in mirror, 
pencil sharpener, cigarette holder, 


cart 


dial score keeper and aqua colored 
cover. Pro Golf Pack rests between 
wheels when cart is folded. United 
Metal Products, Dept. HA, 8101 
Lyndon, Detroit 38, Mich. 


Item 32 

Water purification system 
Fairbanks, Morse home water 

purity system dechlorinates water 

at discharge end, permits home- 

owners to chlorinate water supply 

and remove odor and taste. Auto- 


matic system injects proper amount 
of chlorine, then removes it with 
throw-away or reusable filters. 
Buzzer sounds when chlorine sup- 
ply runs low. System can also be 
used to correct acidity or alkalini- 
ty of water. Self-priming ejector 
pump, convertible for deep or shal- 


low setting, is driven by % hp mo- 
tor. Fairbanks, Morse & Co., Dept. 
HA, 600 S. Michigan Ave., Chicago 
5, Lil. 


Item 33 
White finish for metal 


Galvinoleum, No. 1390, a white 
finish for metal surfaces, can be 
applied to unpainted galvanized 
metal without preliminary etching 
or weathering of surface. Dries to 
durable semi-gloss, and may be 
tinted with oil colors. It’s available 
in single-compartment '% pt, pint, 
quart, and gallon containers. Rust- 
Oleum Corp., Dept. HA, 2799 Oak- 
ton St., Evanston, Ill. 


Item 34 
7 and 10-in. utility pliers 
Xcelite’s forged alloy steel utility 
plier comes in 7-in. and 10-in. 
lengths. They feature  box-joint 
construction and flush-ground rivet 
pin. The T7-in. model measures 
5/16-in. at thickest point, and ad- 
justs to 11/16-in. opening. The 
10-in. model is %%-in. thick with 
maximum jaw opening of 1'%-in. 





Mirror finish plate is rust resist- 
ing. Pliers are designed to give 
powerful leverage in each of four 
gripping positions. Xcelite, Inc., 
Dept. HA, Orchard Park, N. Y. 


Item 35 
Line of cylindrical locksets 


A complete line of cylindrical 
locksets for residential and com- 
mercial use is available in all func- 
tions and standard hardware fin- 
ishes. The Darrin Line, shown, fea- 


tures brass and steel construction 
with Tulip Knob design. The Round 
Knob is available in the Classic 
Line. National Hardware Corp., 
Dept. HA, Ozone Park, N. Y. 


Item 36 
Boarding ladder for boats 
Here’s a boat boarding ladder 
constructed of lightweight alumi- 
num with Vinyl covered hooks to 
protect gunwales from scratches 
and scars. Steps are of polished 
ash deeply sealed with marine var- 
nish. Ladder folds to a compact, 
flat size for easy storage and port- 
age. Horizontal legs can be folded 
or moved to any rung to fit contour 








On spools in single cartons, 
and 2 or 4 Porta-Paks 








Coils in cartons 





On non-returnable 
wood reels 


V check size, type, voltage and quantity at a glance 


Vv reduce handling and stocking time 


DIAMOND PORTABLE CORDS 


In stock or on the sales floor you can 
pick your portable cord fast with 
Q.1.D. (Quick Identity Diamond) 
labels. Type, size, voltage and 
quantity are so plain you get positive 
identification at only a glance. Saves 


Q.1.D. Labels 


Porta-Pak Packaging 


you time and money in quick sales 
and error-free assembly of orders. 
The wire remains clean, and the new 
Porta-Pak packaging is equally con- 
venient for stocking, handling and 
transporting. 


Q. |. D. labels and Porta-Paks cover the complete line of Diamond portable cords 
including Red-D-Prene, Black Diamond and Signal Yellow ... which are also color coded. 
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Two 250’ 

Porta-Paks; 18/2-3 18/2-3 

permaster| 16/2 — 16/2 
carton | 


18/4 








16/3-4 
14/3-2 | 14/2 





Four 250’ | 

Porta-Paks | 

per master. 16/2 

carton 
18/4, 16/3-4|18/4, 16/3-4 

250’ Coils |14/2-3-4 

in cartons 





18/2-3 | 18/2-3 


18/4 
16/3-4 
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16/3-4 
14/2-3 
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CP WIRE and CABLE Company 


Sycamore, Illinois 
WAREHOUSES: Pittsburgh « Cleveland « Minneapolis * Denver + Dallas * Atlanta 
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Stock the one 
all purpose 
water seal 








Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood + Tile + Stucco « Masonry 
Concrete + Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains + Retards dampness 
in basements « Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots. 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast. 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 
nent display fixture to speed up sales, 
ave inventory. 


Write for complete information and name of 
distributor nearest you. eoee 


Thornton d 
MANUFACTURERS OF FINE PROTECTIVE 
aid lid (emi le 


E. A. Thompson Ce., Inc., Merchandise Mart 
San Francisco 3, California 


San Francisco © Los Angeles * San Diego * 
Portland © Chicago * Seattle * Denver * Dallas 
Houston * St. Louls * St. Paul * Detroit « 
Philadelphia © New York City * Memphis ° 
Cleveland * Factory: King City. California 
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of boat. Available in two or three 
step models with 7-in. or 11-in. 
hooks. List price from $12.95. AIl- 
lan- Jervis Marine, Dept. HA, 
Hicksville, N. Y. 


Item 37 
Buried pressure tanks 


Baker’s buried pressure tanks for 
water systems feature hot-dipped 
galvanized construction inside and 
out for greater corrosion resis- 





tance. Tanks are for use with Moni- 
tor AirSaver, air volume control 
float. Any type pump can be used 
with the tank. Baker Mfg. Co., 
Dept. HA, Evansville, Wis. 


Item 38 

Steel shelves for home use 
Foxcraft’s heavy-duty steel shelv- 

ing for home use has a load capac- 

ity of 175 Ib. Comes in 3 heights: 

48, 60, and 72 in., with four or five 

shelves. Shelves are 9 x 24 in., 12 


x 30 in., or 12 x 26 in., with curled 
safety edges. Additional shelves, 
in cartons of 10, can be bolted to 
supports at any height. Snap-in 
supports for extra-heavy loads 
available in 12 in. shelving. Corner 
shelving for 12 in. units also avail- 
able. All units pre-packaged with 
necessary hardware and assembly 
instructions. Foxcraft Products 
Corp., Dept. HA, Huntingdon Val- 
ley, Pa. 


Item 39 


Heavy-duty chain saw 
Rernington’s heavy-duty Pro 8&8 
G chain saw features a transmis- 
sion that can be changed from 2- 
to-1 gear ratio to 3.2-to-l ra- 
tio. Convertible bar mount per- 


mits installation of cutting bar 
at center or right side of engine. 
Also has underslung chain drive, 
reversible sprocket, positive action 
clutch. Guide bar lengths up to 41 
in. are available. Remington Arms 
Co., Inc., Dept. HA, Bridgeport, 
Conn. 


item 40 
Quick drying floor paint 
Jet-Dri floor and concrete paint, 
a heavy-duty paint for large floor 
areas, dries hard in 30 minutes. It 
gives long lasting, abrasion resis- 
tant coating on wood, concrete, 
linoleum, tile, composition and metal 





surfaces. Comes in tile red, tile 
green, light deck gray and slate 
gray. Retail price is $6.95 per gal- 
lon, $2.45 per quart. Jet-Dri Div., 
Consolidated Chemical & Paint 
Mfg. Co., Dept. HA, 456 Driggs 
Ave., Brooklyn 11, N. Y. 


Item 41 
Light dimming control 

Leviton’s Hi-Lo light dimming 
control, Model No. 655, is mounted 
the same as standard single-pole 
light switch. Device is for use with 
permanently installed fixtures up to 
300 watts, giving two levels of 


soo watts : 
INGAMOESCENT ONLY 


light using single filament bulbs. 
Toggle switch operates from side- 
to-side to minimize skipping of off- 
position. ‘Available blister-packed 
on display card. Leviton Mfg. Co., 
Dept. HA, 236 Greenpoint Ave., 
Brooklyn os. Ww. Fz. 


Item 42 
Plier-type glass cutters 


Wheeler’s Squeeze and Pop glass 
cutter is a pocket size plier type 
tool that cuts all types and sizes of 
glass including *4 in. high tempera- 





7 SELECT-0-LOCK 


the fool-proof 
self-locking wrench! 


Select-O-Lock is the new perfected 
Utica-quality wrench that locks in any 
position. All it takes is a flip of the 
thumb. Simple! Handy! Positive! Noth- 
ing to go wrong and affect use of the 
tool! And it is quality backed by famous 
full guarantee. Sizes range from 4” 
through 12”. Parts are interchangeable 
with same size regular wrenches. For 
full information contact your Utica dis- 
tributor or write for our new tool 
catalog. 














Utica Drop Forge & Tool Division, 
Kelsey-Hayes Company, Utica 4, N. Y. 


ture. Can also be used on labora- tools the experts use! 
Want more facts? Circle 131, p. 75 


HARDWARE AGE, June 1, 1961 © 71 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 75 


tory glass tubing, porcelain insula- 
tors, thermocouple protection tubes 
and electrode porcelains. Cutting 
action is applied to outer surface so 
that any length may be cut quickly 
and accurately. Priced at $14.95. 
Wheeler Mfg. Corp., Dept. HA, 
Ashtabula, Ohio. 


Item 43 


Swimming pool thermometer 

Cooper’s stem type, all metal 
swimming pool thermometer shows 
the water temperature at a glance. 


It’s encased in a light weight buoy, 


is rustproof and has watertight 
construction. Retails for $4.95. 
Cooper Thermometer Co., Dept. 
HA, Pequabuck, Conn. 


Item 44 
Window/fioor rod display 

This eye-catching rod display 
holds 24 rods in 1% x 2-ft of floor 
space. Called the Rod Rocket, the 
display is available for $10 with 
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the purchase of $40, dealer cost, 
worth of rods. Dealer receives a 
$30 (list price) Constellation rod 
free as a bonus. It pays for the 


display and gives $20 profit. South 
Bend Tackle Co., Inc., Dept. HA, 
6720 N. Lincoln Ave., Chicago 45, 
Ill. 


Item 45 
Improved crabgrass formula 


Improved formulation of Weed- 
one Liquid Crabgrass Killer per- 
mits its use as a Dallis grass and 
foxtail control chemical, as well as 
a post-emergence crabgrass killer. 
Can be used in any type sprayer, 
including hose-end sprayers. Lists 
for $3.50 a quart, packed 12 qt 
to a case. Amchem Products, Inc.., 
Dept. HA, Ambler, Pa. 


Item 46 
Special purpose sprinkler 

The Sun Flower Spraymaster 
gives a soft, uniform, misty spray 


suited for newly seeded lawns, 


ghrdens, and flowers. A cone-shaped 
spray comes from the center hole 
of the unit covering an area up to 
30-ft in diameter. Constructed of 
butyrate plastic and has no moving 
parts. Retails for $1.29. Fedco 
Corp., Dept. HA, 3600 W. Pratt 
Blvd., Chicago 45, Ill. 


Item 47 
Weatherproof switch cover 


This weather resistant touch 
switch plate cover is made of tough 
Neoprene material and can be used 


with any touch-type switch. It re- 
pells live steam, extreme _ cold, 
grease, oil and hot water. Rodale 
Mfg. Co., Inc., Dept. HA, Emmaus, 
Pa. 


Item 48 
Flexible magnetic tape 


Magnyl, a flexible, permanently 
magnetic material in tape form, 
can be applied to tool boxes and 
over work benches to hold small 


steel articles. It can also be taped 
to non-metallic articles so they 
cling to steel cabinets. Many other 
uses. Reel contains 30 in. of tape, 





you can take advantage of a symbol that promises gracious living... 


DI Uncamy fines. 


What other products for the home promise so 

much — quality, prestige and continuing pleasure? 
The Duncan Hines name symbolizes an “adven- 

ture in good eating’’— gracious living — warm 

hospitality. That’s why your customers 

will react not only to the quality of 

the products themselves, but also to all 

the pleasures the Duncan Hines name 

implies. 

Duncan Hines products for the home have added, 
built-in value — for the customer, the promise of 
gracious living; for you, the assurance of greater 
volume, increased turnover and customer satis- 
faction. 


HINES-PARK FOODS, INC., 408 EAST STATE STREET, ITHACA, NEW YORK 
Want more facts? Circle 132, p. 75 


N OW! a rea lly ya 


new...versati/e... 
lawn and garden 


GARDEN GEnle 


e fertilizes 

e sprays 

e kills weeds 
e sweeps 


a 
washes Powered by 
water pressure. 
Attaches to any 
garden hose. 


APPLIES liquid and soluble fertilizers! SPRAYS insecti- 
cides, fungicides. KILLS WEEDS safely, surely. SWEEPS 
lawns, driveways and patios! Nothing to carry, nothing to 
pump. Does the combined work of fertilizer applicator, 
sprayer, hose attachments, garden rakes, sprinklers, soakers. | . eu. « We 2 

Unbreakable gallon plastic jug pre-mixes and delivers up : CSTARC, eee 


to 60 gallons of any liquid or soluble garden-lawn solution. 

Lightweight, sturdy construction; will not corrode or clog. NEW EYE-CATCHING VISUAL DISPLAY 
a one sr up in water supply pg sete FLEX-A-PRENE Paint Mask in Plastic Bubble Pack designed 
spra ow-back,” no dripping on your clothes. Instan :, ; ’ 
Teeoe-tie on-off control cnadiiee anit pressure cain exclusively for the retail trade. Write us today for details. 


Dealer Inquiries Invited + Sawyer’s, Inc., Portland 7, Oregon AMOR MARIE 28° ARMM ee aR 
Want more facts? Circle 133, p. 75 Want more facts? Circle 134, p. 75 
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BUYING CHECK LIST. 


Want more details? Just circle item number on p. 75 


retails for $1.98. Twelve reels to 
display carton demonstrating uses. 


Applied Magnetics Corp., Dept. 
HA, Leeds, Mass. 
Item 49 
New industrial flashlight 
Here’s an industrial flashlight 


made of Celanese Fortiflex which 
is dent-proof, oil, grease and acid 
resistant, non-conductive, and heat 
and flame resistant. It has an un- 





breakable lense and 3-position 
switch with flasher button. Operates 
on two standard batteries. Model 
HD-350. H. J. Ashe Co., Inc., Dept. 
HA, Box 2194, Glenbrook, Conn. 


Item 50 
Combination rope, pan offer 
This Camp Pak combination 


package for campers and boaters 
consists of an orange colored 
braided nylon rope in a heavy-duty 
aluminum pan. Rope comes in 500 
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and 1000 lb test with rewind spool. 
Camp pan has rigid styrene cover. 
List prices range from $2.95 to 
$6.95 in 50 and 100 ft packs. Sun- 
set Line & Twine Co., Dept. HA, 
Box 691, Petaluma, Calif. 


Item 51 
Paint roller for corners 


This Miraclecoater corner paint 
roller is made of polyurethane foam. 
Its unusual shape and character of 





the foam material makes it easy to 
paint corners, sash and door trims, 
baseboards, moldings and other 
difficult areas. Roller has hook-like 
handle for hanging. It comes in a 
poly bag, prepriced at 99¢. A. G. 


Jacobus’ Sons, Inc., Dept. HA, 
Verona, N. J. 
Item 52 


Lever-action locking pliers 
Gripso lever-action locking pliers 

feature fast adjustment and simple 

thumb trigger release. Operates 





easily with one hand. All parts 
made of high grade alloy steel. 
Hardened steel serrated jaws can 
be replaced with soft blank jaws to 
be machined for special applica- 
tions. Jaws apply pressure of 2000 
lb. Standard Fittings Co., Dept. 
HA, 82 Herbert St., Framingham, 
Mass. 


Item 53 
Gift boxed cutlery line 


The Robeson deluxe 700 line of 
cutlery is now available in indi- 
vidually styled gift boxes. Six 
pieces of the brown ShurWood han- 
dled full-tang open stock knives are 
being packaged in white and copper 
tinned gift boxes. Price range of 
the 700 line ranges from $2 to $6. 
Robeson Cutlery Co., Inc., Dept. 
HA, Perry, N. Y. 


Item 54 
Shallow well water system 


This shallow well Deming Ma- 
joret is self-priming once the cas- 
ing is filled with water. The stain- 
less steel shaft prevents scoring 
and corrosion and assures longer 





life for mechanical seal. The seal 
is a rotary type which prevents 
leakage around shaft. The impeller 
and diffuser are made of Fianite. 
The systems are available with 
four, 12, 30, or 42-gal tanks. Unit 
is shipped completely assembled. 
Deming Co., Dept. HA, Salem, 
Ohio. 





Turn to p. 78 for a listing of 
new aids to help you sell better. 
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CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 


postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE 


Post Office Box 60 
Village Station 
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373 
389 3 391 
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6 417 8B 419 420 421 427 425 4; $27 4278 429 430 


POSTAGE 


Front cover adv. Second cover adv. 
Third cover adv. Back cover adv. 


Name 


BUSINESS REPLY MAIL 
NEW YORK 14, N. Y. 


No postage necessary if mailed in the United States 








Firm 

Street 

City be 

State -...... My title 
My wholesaler 

Wholesaler's address 


Card is valid 8 weeks only 








HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


BR Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 


the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 
Postcard Service. 


® Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


a 


—— << a . 
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Post Office Box 60 
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Take-it-off Increase 
Put-it-on Your Spring 
Paint Tools : Paint Sales 


Rental 


Featuring: The New HYDE Spray Painter 
and the HYDElectric Paint Remover 


Plus the most complete line of self-serve 
packaged putty knives — paint & wall scrapers 


You'll increase your paint dollar sales and profits with Hyde fast selling, self-serve 
Fix-Up, Paint-Up Tools . .. and you're bound to sell more paint with the new No. 60G 
Hyde Spray Painter that retails for $12.95. Fastens to any paint manufacturer's quart 
paint can. Sprays all paints on all surfaces right from the quart can. Connects to 
ordinary canister or tank-type vacuum cleaner or No. 60B Hyde Air Blower, retail 
$49.50. No. 60RU Rental Unit available with Sprayer and Blower in steel carrying 
case. Sales List $73.40. Improved No. HE-100 HYDElectric Paint Remover features 
mn ek Sack Ce ee in electric range heating element. Retails for $12.95. Tie in sales of these products with 
plays complete assortment of all HYDE Putty Knives, Scrapers of all kinds for walls, wood, windows, etc. Order 


populor Take It Off Put It On 4 ae . 
Paint Tools. from your wholesaler or write HYDE for full color descriptive broadside. 





| HYDE | HYDE MANUFACTURING CO., SOUTHBRIDGE, MASSACHUSETTS, U. S. A. 


Want more facts? Circle 135, p. 75 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature te keep you posted. Circle number, p. 75 for your copy 


ITEM 71—POWER TOOLS €& ACCES- 
SORIES CATALOG—This 68-page 
catalog contains information on 
over 100 Skil power tools for in- 
dustry, construction, automotive 
service, vocational training, main- 
tenance and other applications. 
Also, over 200 illustrations, product 
features and complete _ specifica- 
tions. Skil Corp., Dept. HA, 5033 
Elston Ave., Chicago 30, Ill. 


ITEM 72—POWER SPRAYER, DUSTER 
CATALOG — Describes the H. D. 
Hudson line of Peerless power 
sprayers and dusters. Many new 
improvements and models are 
shown in addition to a complete 
line of accessories. Catalog 564. 
H. D. Hudson Mfg. Co., Dept. HA, 
589 E. Illinois St., Chicago 11, Iil. 


ITEM 73 — FIREARMS CATALOG— 
Contains 28-pages illustrating and 
describing every gun in the Ithaca 
line. Also described is the Raybar 
front sight. Information on the 
Ithaca franchise dealer program 
also available. Jthaca Gun Co., 
Dept. HA, Ithaca, N. Y. 


ITEM 74—PAINT BRUSH INFORMA- 
TION BOOKLET — Gives complete 
information on paint brush develop- 
ment, selection care and use. The 
16-page illustrated booklet is en- 
titled “All About Paintbrushes.” 
E. I. du Pont de Nemours & Co., 
Inc., Dept. HA, Wilmington 98, 
Delaware. 


ITEM 75—JUVENILE FURNITURE 
CATALOG—Called Junior Line, it is 
a 4-page booklet with photographs 
of eight sets of folding chairs and 
tables for children. Hampden Spe- 
cialty Products Co., Dept. HA, 295 
5th Ave., New York, N. Y. 


ITEM 76 — MERCHANDISING UNITS 
CATALOG—The P-46 Self-Selection 
Catalog features more than 4-doz 
new completely packaged island 
and over-table merchandising units. 
Units for every line, department, 
and retail store operation are in- 
cluded. Catalog is printed in two 
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eolors and contains 40 pages. 
Reflector Hardware Corp., Dept. 
HA, 1400 N. 25th Ave., Melrose 
Park, Ill. 


ITEM 77—HARDWARE CHAINS CATA- 
LOG — Finger Tip Facts About 
Hardware Chains is a 16 - page 
catalog containing illustrations, 
condensed descriptions and specifi- 
cation tables on American Chain 
items for the hardware store. Also 
has a handy index on front cover. 
Catalog 603. American Chain Div., 


American Chain & Cable Co. Inc., 


Dept. HA, 454 E. Princess St., 
York, Pa. 


ITEM 78—BOOK OF LAWN GAMES— 
Designed to spur greater use of 
home lawn areas, this 16-page 
Lawn Games Book gives rules, 
scoring and layout for 50 games 
which can be played in the average 
yard. Booklet is designed to build 
store traffic and help make related 
lawn and garden product sales. 
Toro Mfg. Co., Dept. HA, 3042 
Snelling Ave., Minneapolis, Minn. 


ITEM 79—TIPS FOR FISHERMEN 
CATALOG—How To Catch More Fish 
is the title of the Arbogast 1961 
catalog. Included in the catalog 
are full color illustrations of each 
lure and information on the best 
way to use it. Fred Arbogast Co., 
Dept. HA, 313 W. North St., Akron 
3, Ohio. 


ITEM 80—SALES PROMOTION GUIDE 
— This 84-page sales promotion 
guide and catalog offers complete 
programs for stepping up sales 
of both emulsion and oil paints. 
Special emphasis is given to leading 
products in Luminall’s line of 
finishes for home, institutional, 
and industrial use. Luminall Paints, 
Div. of National Chemical & Mfg. 
Co., Dept. HA, 3617 S. May St., 
Chicago 9, Ill. 


ITEM 81— PORTABLE GENERATOR 
INFORMATION—Describes the new 
Winco lightweight portable engine 
generator that’s recommended for 





contractors to power portable elec- 
tric tools, as well as lights and 
power for campers, cabins and 
trailers. Wincharger Corp., Dept. 
HA, Sioux City, lowa. 


ITEM 82—-CYLINDRICAL LOCKS CATA- 
LOG — Catalog No. 88 contains 
information and prices on National 
Hardware’s line of cylindrical 
locksets for residential and com- 
mercial use. National Hardware 
Co., Dept. HA, Ozone Park, N. Y. 


ITEM 83—RENTAL TILLER LITERA- 
TURE—Gives information on the 
Rototiller soil conditioner designed 
specifically for rental use. Roto- 
tiller, Inc., subsidiary of Porter- 
Cable Machine Co., Dept. HA, Syra- 
cuse, N. Y. 


ITEM 84—GUNS AND ACCESSORIES 
CATALOG — Mossberg’s Consumer 
Catalog No. 61 has color illustra- 
tions and detailed descriptions on 
the complete line of rifles, shotguns, 
telescope sights, Targo guns and 
Targo traps and the Covey hand 
trap. O. F. Mossberg & Sons, Inc., 
Dept. HA, New Haven, Conn. 


ITEM 85 — DRIVE-WAY MARKERS 
BULLETIN — Describes Driv-Gyds, 
light reflecting driveway markers 
by Speco. Attractive line drawings 
illustrate the unit. Bulletin L-9067. 
Speco, Inc., Dept. HA, 7308 Assoct- 
ate Ave., Cleveland 9, Ohto. 


ITEM 86—TRIMMER-EDGER LITERA- 
TURE — Describes the improved 
Kaufman K-400 Twins interchange- 
able grass trimmer and lawn edger. 
Kaufman Mfg. Co., Dept. HA, 
Manitowoc, Wis. 


ITEM 87 — CENTRIFUGAL PUMPS 
LITERATURE—Gives information on 
the new 5 and 7 Series self-priming 
pumps by Barnes. Faster self- 
priming, increased capacities and 
pressures, improved appearance 
and hydraulic design are features 
of the new pumps. Barnes Mfg. 
Co., Dept. HA, Mansfield, Ohio. 


ITEM 88—SKATES & ACCESSORIES 
LITERATURE—Contains a complete 
listing of ladies, men’s, and junior 
figure, hockey, and racing skates 
and skating accessories. Boston 
Athletic Shoe Co., Dept. HA, 72 
Second St., Cambridge, Mass. 





Only your DAP wholesaler salesman can give you 
a choice like this! 
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DAP Caulking for bigger do-it-yourself sales—a top quality 
product pre-sold to millions by powerful National Advertising 


Rely-On Caulking—a quality caulk priced especially low to 
give you a competitive edge for volume sales 


Now the full DAP line includes DURATITE products... 


WOOD DOUGH AND SURFACING PUTTY * WHITE GLUE * HOUSEHOLD CEMENTS 
TUB-N-TILE CEMENT * PORCELAIN GLAZE « LIQUID SOLDER AND OTHERS 
Call your DAP or Duratite Wholesaler now for details. Or write us for his name. 


DAP inc., General Offices, Dayton 31, Ohio 


Want more facts? Circle 136, p. 
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The future and profits rage 
(Continued from page 59) 


dealer, in order to hold his cus- 
tomers, must give that personalized 
service that helps to beat the 
chains. 

In addition, a hardware store 
cannot exist on shelf hardware 


alone, I think he’s going to have 


to enlarge his garden supply shop 
or have plumbing, or heating, or 
building supplies and lumber, or 
maybe even white goods, to provide 
that larger dollar volume. 

This means that he has to have 
a store of 3,500 to 4,000 sq ft. 
Some stores will be in plazas, if 
the rent is desirable. Otherwise, 


“ 
ny 


% 


they’ll find a good spot with plenty | 


of parking. 


This successful store of the fu- | 
ture will undoubtedly be tied in | 


with some sort of voluntary chain | 
working with the wholesaler, be- | 


cause the average individual store 
can’t afford all these things alone. 
The wholesaler can do these things 
if he gets sufficient cooperation 
from the independent retailer. 
Sincerely yours, 

M. Gloyd Kimball 

Sales Manager 
Rose, Kimball & Baxter, Inc. 
Elmira, N. Y. 


The smaller store will focus on selling 


Dear Editor: 

Never before has the fate of 
the hardware merchant received so 
much attention in trade publica- 
tions. But, it seems to me, attention 
has been centered on the problems 
of the larger stores. 

What about the average small 
store, with two or three clerks 
that is doing an excellent job of 
servicing small towns and suburbs? 
He needs just as much help as 
his larger competitor, but of an 
entirely different sort. 

Looking at this situation from 
experiences acquired through work- 
ing the same territory for 40 years, 
with half of my dealers in the 
third generation, and everyone 
seeming to have a different type of 
business, am I, a wholesaler’s sales- 
man, presuming too much in feel- 
ing I am qualified to speak up for 
this class of trade? 

Not one of these merchants is 
happy about the terrific pressure 
put on them by cut-throat discount 
houses on all sides. But most of 
them are meeting it the only way 
they know how. 

First, they are forgetting about 
that comfortable 5 o’clock closing 
hour and the practice of closing 
up shop entirely on some days. 

Next, they are finding out that 
the time spent in that nice office 
is expensive. Where they belong 
is right out in the store—meeting 
all the folks that helped them build 
up their business. All customers 
prefer to do business with the 
boss, if possible. 
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That “selling time’ is so much | 


more important than “buying time” 
has been proven time and again. 
Many merchants would be horrified 
at the thought of turning a want 
book over to a trusted jobber’s 


salesman and letting him write | 


his own order. 

And yet, some of the most suc- 
cessful small merchants do just 
that. They are having such a good 
time selling they can’t be bothered 
with trying to be a shrewd buyer. 

These merchants keep their ears 


to the ground and worry only about | 


keeping everything in stock that 


people expect to find in a hardware | 


store. They charge plenty for hard 


to get items the discount stores | 
will not sell, and have found that | 


the public is acquainted with prices 
on less than 10 percent of what 
they stock. So, they give that 10 
percent away at cost and charge 
it to advertising—and if anyone 
has ever improved on _ word-of- 


mouth advertising in a small town | 


I have yet to see it. 
The scientific inventory control 


so necessary to the larger merchant | 
does not apply to the small dealer. | 
When he buys snow shovels next | 
fall, he won’t buy the gross he | 


could have sold this winter, but 
remembers he usually bought a 
dozen and will do so again. 


This dealer has also become 


aware of the fact that he can only | 


survive as long as the wholesaler 
stays in business, so that while his 
sales on a certain hammer might 


| 
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3 SELF-SELLING DISPLAYS TO 
ATTRACT ¢ Outdoor Cooking Cus- 
tomers e Paint-Buying Customers 


e Hunting or Fishing Customers 
MAIL COUPON TODAY 


Oe © Came  . «se 0U6mUmlc(<i aw CRE SCO CORO OCR eae Se ee eS 


Wear-Ever Aluminum, Inc. 
Housewares Foil Division 
New Kensington, Pa. 


Please send me free, your three self- 
selling Alcoa Wrap displays. 


Name 
Store _ 
Address 


Zone State 


Want more facts? Circle 137, p. 75 








WHEN YOU PUSH OUTDOOR COOKING, when you push all the 


things the charcoal chef needs for his fire—don’t forget the Alcoa® Wrap. Suggest it as a liner for his grill 


before he puts in the charcoal. He’ll not only get a better fire faster, because foil reflects heat, but he’ll have 


no cleanup. He simply wraps up ashes in one neat package. And, of course, he needs loads of Alcoa Wrap 


to cook potatoes, meat, onions and fresh corn. So build customer good will, build extra profits for yourself— 


PUSH ALCOA WRAP 


. 


poo 


HOUSEHOLD: 12-in. width in 
25- or 75-ft.-long rolls. 


HEAVY DUTY: 12- and 
18-in. widths, 25-ft.- 
long rolls. 


INTERFOLDED: ‘‘pop-out"’ box 
dispenses 75 (12x10%4") sheets. 


Want more facts? Circle 137, p. 75 
HARDWARE AGE, june |, 1961 @ 81 








Profit item for hundreds Of | the future ana profit 


| (Continued ) 

~ call for a re-order of three more, 

retailers es ea How about you ? he buys a box of four, thus saving 

the expense of re-packaging. He 

has found that he has everything 

to gain by concentrating his pur- 

Anchor Brand chases with the few distributors 
Chain Repair Link that can do him the most good. 


If the merchant is willing to 
Assortment No. 30 : have a wholesale salesu.an for a 
: | “silent partner” in his business, 
Display Box No. 30 contains the : ——~ | one that has his interests at heart, 
following chain repair links: | : he is most fortunate. With a com- 
8 No. 2531 Rivet Links, bination of this kind he need join 
9 No. 2531 Rivet Links, —.. ©. 2536 . . 
9 No. 2530 Pivot Links, a“ no chain or buying group, but 
6 No. 2530 Pivot Links, %” continue to build up his business 
6 No: 2531 Rivet Links, in the way it was started. 
6 No. 2530 Pivot Links, The small wholesaler that is 
| working closely with dealers within 
a 50 mile trucking radius of his 
business is here to stay. 

What the large hardware mer- 
chant must do today to survive, we 
would not have the audacity to 
suggest, but we think we know 
what makes the little fellow tick. 
If he is really needed in his com- 
munity and gets the help he 
deserves from everyone concerned, 
employing many of the tactics his 
competition is using, he has nothing 
to fear for the future. 

In fact, the small hardware store 
might easily become the sole out- 
post of our present way of life 
once our grand-children take over. 





Chain repair links are in demand the year around and retailers have 


found that to display Anchor Brand links is to sell them. | Let us not give up without a fight. 
Hiram M. Eberly 


Display Box No. 30 contains a popular selection and you can fill as 
out a complete range from open stock of Anchor Brand links. Check Herr & Co., Inc., wholesaler 
with your jobber for your profit-making supply of these always-in- Lancaster, Pa. 
demand chain repair links. 





HARDWARE HUMOR 


Lap Link 
No. 660 Steel, sizes— 
from \,” through 4”, 
Swing Links 
en Closed Connecting Links 
No. 2530, cast malile- —to rivet interlocking 


able iron, with inter- lugs. No. 2531, cast 
locking lugs, sizes— QO malleable iron, sizes 
from \,” through %”. from ,” through %”. 


" Also available in drop- 
rae cee gts N Oo RT H 18! J U D D forged steel, No. 661, 
rivets, No. 662, sizes sizes, %, through 1%”. 


irom Ye" twousn' "Manufacturing Company 


New Britein Connecticut 











New York ¢ Boston © Philadelphia « Atianta « Jackson (Miss.) * West Palm Beach (Fia.) © Rochester (N. Y.) © Pittsburgh 

Detroit « Chicago © Minneapolis * St. Louis * Dallas * Los Angeles © San Francisco © Seattle * Montreal © London 
Want more facts? Circle 138, p. 75 
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JOHN W. CAWMAN, TREASURER 
of G. W. Cawman & Son, Inc. 


“Our GWlalional Charge Posting System 
saves us*°2400 a year... 


)?? 


returns 98% annually on investment! 


—G. W. Cawman & Son, Inc., Salem, N. J. 


‘“‘We wouldn’t be without our 
National Charge Posting System. It 
has reduced our record-keeping time 
by at least 14 hours a week. The 
System has also reduced cash short- 
ages and errors to a minimum. Cus- 
tomer accounts are always up-to- 
date and show the balance owing, a 
big factor in building good will. 

“Tn our business we handle a large 
variety of items. Our records must 
be accurate to the last penny if we 
are to operate at a profit. With our 
National Charge Posting System, 
vital department sales information 


is always available and always cor- 
rect. This information has greatly 
aided in controlling inventories and 
planning sales promotions. 

“So efficient is our National 
Charge Posting System that in a 
single year it saves us $2,400. This 
is an annual return of 98% on our 
investment!” 


Wy [pura — 
Treasurer 
G. W. Cawman & Son, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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INTERIOR of this well 
stocked hardware store. 


THIS NATIONAL SYSTEM pays 
for itself every 12 months. 


Your hardware store, too, can benefit 
from the many time- and money-saving 
features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn you a regular yearly profit. 
National’s world-wide service ——e 
tion will protect this profit. Ask us 
about the National Mainte- 
nance Plan. (See the yellow 

pages of your phone book.) oa 


HARDWARE AGE, June 1, 1961 © 83 








‘‘Keep mowers looking 


new’ says dealer’s ads 


A St. Paul, Minn., dealer has 
started a profitable sideline in his 
lawn and garden section. It is based 
on the premise that customers can 
be urged to keep their power mow- 
ers as new looking as their cars. 

or $3.50 per unit, this dealer 
thoroughly cleans the mower hous- 
ing, and repaints it with an aerosol 
spray if need be. The engine and 
all other parts are cleaned with 
solvent. Loose nuts and bolts are 


tightened, and lubricants applied. 
with N EW tage ” 


This job takes a little less than 


iP ATENTED an hour’s work, and sometimes a 


bit of aerosol paint. It is generally 


INTERLOCKED profitable of itself, and it often 


, * W " leads to blade sharpening and other 
BLISTERPROOF, 4 TONGUE & GROO general repairs. 
OIL, GAS AND Th The dealer tells his trade that 
WATER RE- soil ’ it’s foolish and uneconomical to let 
SLIP GRIP ! _ . HANDLE | a good mower get a run-down look. 
LOCKED INTO = It is an “ugly fixture on your lawn, 


UNBREAKABLE | | and it will bring a lower trade-in 
a HANDLE — te nt ahd | figure when you go to buy another 
COMFORTABLE ) 5 % TURN mower.” 


ond | Most customers who want their 
_ mowers cleaned and tightened to 

last another season are a sure bet 

| for either major repairs or a new 

BOLSTERED ' mower soon. Thus this service is 


HEAVY DUTY BLADE — Se econ a me 
WINGED SHANKED — a wedge for bigger volume later 


HARDENED ALLOY 


TOOL STEEL. FULL See 
CHROME PLATE A low-cost idea for 


FINISH much cleaner stores 


A Madison, Wis., dealer has hit 
upon an idea that makes a clean 
sweepdown easy, and almost fun. 

| If you have a basement, it will work 

PRECISION | In your store. 

CROSS- | In an out-of-the-way corner in 
een eat back of the store, cut a square or 
poo f Sorve \ | round section through to an open 
i Vine in... §& 2 ’ area of the basement. That is, cut 
Bera hier \ | between beams. The opening need 

not be bigger than four to six 

NEW! Patented | inches at its widest point. 
INTERLOCKED . | Nail a couple of pieces of wood 
“Tongue & Groove” Handle | | that protrude under edges of the 
— Cannot slip, slide, twist or \ hole, to support a metal or wooden 


come off! disc. Tile the disc to match the 
Cross section showing slotted floor, if you prefer, or leave it bare. 
amber handle and interlocking In the basement, screw a large hook 


ribbed sleeve of genuine Nitrile next to hole. From this hook, hang 
rubber. Full length “tongue and 


groove” interlock completely a large refuse can. 

«gt ae : ; All sweepings are guided to the 
revents twisting and sliding. Nt 
2 E ~ hole and pushed through. The Wis- 
' eonsin dealer made his opening to 
THE Serer HARDWARE MFG. —- fit the heavy round lid from an old 

=10410)C) 8-1). See Or @) 1. eee A pot-bellied stove. 








Th 
i 
$ 
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IS THERE VALUE IN A NAME? 


We know there is! Your customers agree with us. Brand preference 
surveys* prove the pump most desired is Myers. That’s why so 
many leading pump dealers are selling Myers. 


Myers has stood for quality and dependability for over ninety years. 
Known and trusted by your customers, the name Myers on a pump 
makes selling easier. More profitable too! 


Why Not Team-Up With Myers Now? 


Your customers know you... know Myers. It’s an unbeatable 
combination. Get full details on how you can become an Authorized 
Myers Pump Dealer. Write us today or call the dependable Myers 
Wholesaler nearest you. 


|Myers’ The F. E. Myers & Bro. Co. 


ASHLAND, OHIO KITCHENER, ONTARIO 








*Brand preference survey results available on request. 
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Sales aids that help you to sell 


Ring-Lok and Grip-Screw Nails 


To help you promote Bethlehem’s new Ring-Lok and Grip-Screw nails we are offering 
free a counter card, a giveaway memo booklet, and a 4-page folder which highlights 
the advantages of these amazing nails. 


Ring-Lok Nails have ringed shanks which lock into the wood. 


Grip-Screw Nails have screw-like threads which cause the nails to turn 
into the wood as they are driven. 


With both types, fewer nails are needed on most jobs, speeding the work 

and saving man-hours. 

These new nails are available in easy :o carry 50-lb cartons, in such popular styles 
as: flooring, pallet, drywall, underlay, and roofing, and siding. 

For sales promotion aids, full details, and prices of Ring-Lok and Grip-Screw 
Nails just call the nearest Bethlehem sales office, or write to us at Bethlehem, Pa. We'll 
gladly imprint your name and address on a supply of folders and memo booklets. 

And check your stock of these other quality Bethlehem products: regular wire nails 
and staples, annealed and galvanized wire, nuts and bolts, fencing, fence posts, 
barbed wire, baling wire, clothes line, and galvanized steel roofing and siding. 


For strength BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


... economy Export Soles: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 








Honor system pays off; 
saves time and trouble 


If you were to add up the time 
and trouble involved in checking 
prices on small purchases of fast- 


ae S emme T A 


Please ADD PRICES OF 


NUTS & SCREWS * GWE 
TOTALS TO CASHIER *°° 


| a ers 


Do-it-yourself pricing in action. 


eners, perhaps you would agree 
with Vincent DeNicola, manager 
of Ole’s Supply, Rosemead, Calif. 

Mr. DeNicola noticed cashiers 
and salesmen were losing time to 
bend over bins of nuts, bolts, and 
screws to double-check their prices 
before making a sale. 

He thought that even if a few 
customers cheated a little, he would 
still be ahead of the game. Ac- 
cordingly, the “honor-system” sign 
shown was hung. 

Now customers bag their own 
fastener selections, and note prices 
on the back of the bag. Cashiers 
merely check the addition, the ac- 
tual prices are not questioned. 

Management feels that the aver- 
age customer is honest enough not 
to cheat, and that he is delighted 


Your customers 


will reach for 
the 


Sturdy, durable 
Hack Saw Frames 


Colorful, Clemson Star 
Hack Saw Frames sell 
themselves. Star No. 10 is 
a good leader, comes com- 
plete with unbreakable spe- 
cial flexible blade. Green 
molded handle is practi- 
cally indestructible. 


No. 15 has red molded han- 
dle and heavily chrome- 
plated backbone. Comes 
with 12-inch STAR “Moly” 
High Speed 18-tooth blade. 
Star No. 20 

Hack Saw Frame 
Mechanics prefer No. 20. 


— 16 wy OB 5 o_ 


to feel that the store has this trust 
in him. 


It’s strong, rigid, saves time. 
Easy to handle, easy to ad- 
just and automatically ten- 
sions blades. 





HARDWARE HUMOR 


Tiny Tim Electricians, plumbers, radio and TV workers 
and auto mechanics as well as “do-it-yourselfers” use this 
for sawing in close quarters. Cuts thin tubing, heavy wire, 
mica, sheet metal and other materials. 

FREE Star No. 120 Display This practically sells the blades 
for you — it’s versatile! Use on counter, pegboard or wall. 
Holds 80 blades — but not for long, because they move 
fast this way. 

As for quality — there’s nothing better on the market 
than Clemson-Star frames and blades. You'll enjoy fast 
merchandise turnover and less customer turnover. Call 
your wholesaler! And... ® 2765 


sales help The Star Metal Cutting Guide Book and Star Wall Chart 
will help you recommend exactly the right blades for each 
job. Send to us for yours. They’re FREE! 


CLEMSON STAR 


CLEMSON BROS., INC. + Middietown, N.Y. 
METAL CUTTING PRODUCTS 
POV/ER HACK SAW BLADES + HAND HACK SAW BLADES + HACK SAW FRAMES 
BAND SAW BLADES + HOLE SAWS « FILES » CLEMSON HAND MOWERS 


Want more facts? Circle 143, p. 75 A 
HARDWARE AGE, june 1, 1961 © 87 


"You and your big hot promotion A 


ideas’ 
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For your ad file 


Here’s how to make a slim 
ad shout to every reader 


Here is a sample ad to file for a 
promotion early next year. Basi- 
cally, this illustration (opposite), 


* 


from Bradley Hardware, Water- 
town, N. Y., shows how a dealer 
can make dramatic use of a 3% in. 
wide, column long display ad. 
The secret ingredien: of this ad 
is not price or giveaways. It drew 
wide attention because it covers 
the interest of the entire family. 
Junior has started taking skin- 
diving lessons. Little Sis and Mom 
like to plan picnics. Dad loves 


COMPACT SELF SERVI FE T | gardening and fishing. There’s a 
¢ C S ORAGE | point of interest for each member 


_ of the family in this ad. 

f fi ib f : | General price ranges are men- 
oF tty 30 “3 cartons OF ndlis | tioned. Name brands are featured. 
A wide range of products is cov- 
ered. But the gist of this promo- 
tion is that there is everything 
any member of the family needs 
for a full day’s or week’s outing 
| when the weather is warm. 
MODEL 25B-10 44” DIA. x 56%’ HIGH | What to do when guests arrive? 

| That’s covered, too, in the fun- 
MODEL 25B-10 and the for-all box at the bottom of the ad. 
complete Revolve line. | Naturally, Bradley’s backed up 
The Frick-Gallagher Mfg. _ the ad with heavy merchandise as- 
Co., Wellston, Ohio. sortments and signs. 

Chances are that as many items 
not advertised were sold as those 
mentioned here. This type of ad 
draws traffic because it shouts “we 
have everything!” 

Bradley’s ran the ad early in the 
summer. The store found that 
7 customers tended to use the ad as 
sZeh  beha aaa, : a sort of general summer check- 
list. Many shoppers outlined the 
REVOLVO | ai ore cases | REVOLVO NAIL BIN DISPLAY amount of money they planned to 
COUNTER NAIL BINS COUNTERS COUNTERS spend within the confines of the 
price ranges listed. 

Se q| Even with no prices listed, this 
ee as: <4! ad would draw traffic. The big 

—= us stores call these ads “institutional,” 
because they create a store image 
that is good. 








You can load this new 50 compartment Revolvo with 2500 lbs. 
of nails and similar items in the space formerly occupied by 
25 compartments. All of it is readily accessible—below eye 
level. Constructed of heavy-gauge steel, Revolvo is durable, 
long lasting. 


complete information on 
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Move Outside 


For Summer: 








FISHING 
Spinning—( a sting—Fly 
RODS by 
ie § True Temper—Wright 4 McGill 
( ompact—Longfellew 
re 
$1.67 te $30.00 
REELS by 
Ovcran , City —Pfleuger— 
go. —Mitchetl— Luaxer—Orvis— 
INS " Zz 
$2.15 te $37.50 
ACCESSORIES 
Lines. Lures. Meeks, Tackle Boxes. Minnow Pails 


“Fishermans Headquarters” 








SCUBA DIVING 
“HEALTHWAY” 
© Single and Double Tank Modes ~~ 


*® Professional Masks, Fins and —_. 
Bnorkels . aXe .« 


on # 
— 





Auburn 
Masks. Fins : nd Snorkels 
For Children 

















WATER SKIING 


“CYPRESS GARDEN” 


Skiis — Outboard and 
Banana Models, from $18.00 


Ski Bindings, $8.95 


ATLANTIC STANDARD TAPES 
GIVE YOU MORE pe 


MAKERS! 


REGULAR MEASURING TAPES 


Triple chrome plated cases with !/)" 
blades. Self adjusting hook for in- 
side and outside measurements. 6’, 
8’, 10°, 12' lengths. Also available 
Giant size %"' blades. 


METAL LONG MEASURING TAPE 


Tough, rugged triple 
chrome plated case with 
_ ¥_” blades. Red and black 
foot and inch markings. 
In jeweler’s cloth bag. 
* 50’ and 100’ lengths. 


HIGH IN QUALITY 
LOW IN PRICE 


ATLANTIC 


INDUSTRIAL 
CORPORATION 


PLASTIC LONG MEASURING TAPE 


An exclusive unbreak- 
able plasticel case 
made only by Atlantic. 
Simple, easy-wind 
center drum. %” 
blades, easy to read 
foot and inch mark- ; 
ings. 25’, 50’, 75’ 
and 100’ lengths. 


91-97 West Runyon St. 


Newark, New Jersey 
Bigelow 3-5000 
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ARCHERY 
“BEN PEARSON” 

© Bows—53.95 te $75.00 

© Artows—lSec es. te 65c os 

° Arrow — 
$10.00 to $29.95 

* Archery Seto-008t 95- $21.95 
1 Bew—6 Arrows 
Armed Guard Tab and 
Target Face 


ACCESSORIES WA 
Quivers, Guards, Sheoting Gloves, * 
Nocks, Potnts, Bow Strings, Tar- 


Ww 
A 
dl 

6 











( WRITE FOR ‘C3 


¥/ Complete Newest Set 
of Key Board Tags 
Colorful Strgamers 
That Will Brighten N 
Your Store 

Vv New Edition of co 
Blonk Comparative List 


STAR Key & Lock 
Manufacturing Co. 








51 South First Street 
Brooklyn, N. Y. 








PICNICKING 
@ Charcoal—Charcoal 
. Briquets 
ec vhaccent — 
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GARDENING 


® “Retotiliers—from $114.95 
® “True Temper” 

Garden Tools 
* Garden Seeds 

Buy in Belk—-Save 56°, 


NEW—IMPROVED 


WOOD JOINERS 


Ask your jobber or write 








SUPERIOR FASTENER CORP. 
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FUN FOR ALL 

@ Croquet Sets 
@ Horse Shoe Pitching Sets 
® Roller Skates 
@ Bicycles 
@ Porter Cable—Riding Mowers 
@ Huffy Rotary Mowers 

18” te 24” cut. Gas or Electric Push or Power Drive 








@ Radminion Bets 





Bradley Hardware 


172-124 ARSENAL “ai 124 ARSENAL ST 123-127 COURT 61 


PHONE SU 27-6000 FREE DELIVERY 











THERE IS A DIFFERENCE IN CHAMOIS 
SUNSHINE 


TOM. / t > 
GENUINE 
CHAMOIS SKIN 
FULL COD OjL TANNAGE 
MADE IN SA 
Ask Your sobt 
m | Duty Chamois Ps 
"EASIER TO USE 
"LASTS ‘Sek, tens | 
"CLEANS BETTER 
HOYT & WORTHEN TANNING CORP MAVERHII 
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lisplays 
boost |. 
sales... © & } 
speed me. 


HD110 display 
tll ri ove 7 combination wrenches 
% to %” 


18 new displays feature 152 
Vichek tools listed as essential in 
the NRHA Turnover Handbook. 

Grouped together these form 
the world’s finest and most com- 
plete hardware tool display. Or, 
they may be used singly, or in 
combinations, to meet individual 
store needs. Ask your wholesaler 
today for Vichek profit facts! 


Vichek Furies Handbook Tools 
Hammers, Chisels, Punches, Screw 


Drivers, Pliers, —— 
Wrenches, Socket Wrenches 


Vichek Tool Co. 


Cleveland 4, Ohio 
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No. C-14 

for up to 

2” Pipe and 
Fittings 


No. C-18 

for up to 
2\2"’ Pipe 
and Fittings 


give real Action-Grip 
in Tightest Places 








\ Work on Round, Square or 
_f regular Shapes Other 
Wrenches Can’t Reach! 


In extra close quarters, there’s nothing that’ll 
beat these new Rit@aip> Chain Wrenches for 
getting the job done. Fast, ratchet-like action 
in either direction .. . from either side. Give 
tight grip without crushing. Large, easy-to- 
grab end ring for fast chain adjustment. Tem- 
pered steel chain locks securely . . . releases 
quickly. Rugged, comfort-grip, I-beam handle, 
guaranteed not to break or warp... handy 
hang-up hole. 


Light and easy to use, these new rimaip 
Chain Wrenches do everything a regular wrench 
can do... and much more. Stock and display 
these extra-handy Ri@aip Wrenches today! 
Your Wholesaler has them. 
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Belts ’n’ boots offer good 
sales, profit opportunity 


These basic hardware lines suffer little 
from price cutters; may be stocked out 
of the way. 


A $1000 inventory in space formerly wasted. 


“Belts ’n’ boots can be a big profit line if you mer- 
chandise them right,” says Harry Miller, Miller’s 
Home Suppliers, Sarasota, Fla. 

“And the beauty of it is you can stock and display 
them in space that may be going to waste in your 
store. We put special hooks on ceiling rafters to 
hold a selection of some 500 V-belts. 

“We have belts for power mowers, refrigerators, 
and you-name-it. City or farm, there’s a steady mar- 
ket for such belts. 

“Then we took on rubber boots, and placed them in 
waste space above canopies where everyone could see 
them. Boot trade? Besides farmers, sportsmen, and 
puddle jumpers, we get a steady stream of concrete 
workers, terrazzo craftsmen, and other building 
tradesmen,” Mr. Miller says. 

The way Mr. Miller sees it, there is extra value in 
these items. Why? They don’t grace the shelves of 
every nearby discounter. 





t. 


» 
~ a 


What woman can resist gadgets so well displayed? 


Gadget bar: Easy to build 


and always a sales winner 


Here’s how to boost gadget sales by 


25% or more, using materials on hand. 


Pulling related merchandise together in a central 
location is an effective way to boost sales. This is es- 
pecially true of kitchen gadgets, cooking tools, and 
the like. 

A “Gadget Bar” as designed by Grayson Brown 
Hardware & Furniture Co., Seattle, Wash., proves the 
point. Co-owners A. G. Anderson and H. F. Peterson 
cite a sales increase of 25 percent in gadgets last year. 

The owners converted a section of wall shelving into 
a unit of open, perforated paneling. Here they mixed 
widest possible variety in items in a depth of three 
to six units each. 

“Variety draws the traffic. Gaps in stock or lack 
of assortments kill off sales,” the owners say. 

The Brown display is highlighted by the illusion of 
small squares. This sectioning was made with slim 
strips of adhesive-backed cloth. 











Skilled 
Hands 
Know the 


Difference... 


That's why Genuine 


RitznaiIib> 


WRENCHES 


Sell Fast 


Order from your wholesaler today! 
The Ridge Tool Company, Elyria, Ohio, U.S.A. 
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PACKAGING 


Functional, attractive, soil resistant— Republic 
Fastener Packaging saves you time and money 
by simplifying stocking and handling. The 
inverted package design—top of the box fits 
inside the bottom—prevents spilling. It sets 
up as a storage bin, or handy, self-service 
display. Easy-to-read label stays right side up. 
A special surface coating helps keep the 
package neat and clean. 


et et a aE Ce ee Oe 


POINT-OF-SALE 


This colorful, self-service counter tray makes 
an eye-catching display for Republic NYLOK® 
Nuts. The unit takes only half a square foot of 
counter space, illustrates typical uses for these 
vibration-proof, self-locking nuts. 


Suggest higher-profit NYLOK Nuts, rather 
than conventional fasteners, for use in repairing 
toys, lawnmowers, automobiles, and for home, 
shop and farm use. The counter tray, complete 
with 150 NYLOK Nuts in six popular sizes, is 
available from your Republic Distributor. 


PRODUCT FEATURES 


New BRITE-GARD protective finish — standard, 
no-extra-cost feature on all Republic Electro- 
Zinc Plated Fasteners—helps you make more 
profits by adding sales appeal. With BRITE- 
GARD, bolts and nuts stay sparkling bright, 
fresh, and new looking. No danger of storage 
discoloration. 


Another basic Republic fastener feature is 

) ee | : precision threading. Clean-threaded bolts and 

| Peneeneess a ‘ : free-running nuts show your customers that 
: us 3 you sell quality merchandise. Your Republic 


Distributor carries complete stocks of Republic 
Fasteners. Give him a call for fast delivery. 





PACKAGING, POINT-OF-SALE, 
PRODUCT FEATURES... 


This STEELMARK of the 
American Steel Industry 
tells you a product is 
made of Steel. Look for 
it when you buy. Place it 
on the products you sell. 


All planned to boost your fastener profits 


Sell Republic Bolts and Nuts and you get profit-building features you 
can hang your hat on—#ime savers like modern, functional packaging, 
attention getters like the NYLOK Nut point-of-sale counter tray, 
customer pleasers like BRITE-GARD* protective finish. 


You get the kind of fastener quality that brings repeat sales, too. 
Quality that must meet Republic’s high standards every step of the 
way—from iron ore to finished product. And you get a complete 
selection—more than 20,000 types and sizes of Republic Fasteners 
to fill every customer requirement. 


Good reasons to stock and sell the profitable line of Republic 
Fasteners. They are available through your Republic Distributor, 


who is at your service with a complete line of Republic Hardware 


Pr oducts. I ncluded are. *Registered Trademark of Republic Steel Corporation 


BOLTS AND NUTS « PLASTIC PIPE ¢ STEEL PIPE 
ROOF DRAINAGE PRODUCTS «- NAILS AND STAPLES 


(RR) 
REPUBLIC STEEL 
Quality Subp kis. . Quality SUugblis 





REPUBLIC STEEL CORPORATION 
DEPT. HA-2192 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send more information on: 

C1) Flexible Plastic Pipe Type FE® C) Steel Pipe 

C) Semi-Rigid Plastic Pipe Type SRK® O) Bolts and Nuts 

[) Roof Drainage Products [] Nails and Staples 
CL) NYLOK Nut Counter Tray 


Name 








Company 





Address 





City Zone 





——-—--—-—--—-—-—-—----------4 
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NATION - WIDE 


ACCEPTANCE 


SINCE 1881! 


. . AND YOU DON’T BUILD THIS KIND OF ACCEPTANCE... 
almost a century, UNLESS IT IS BASED UPON QUALITY LIKE 
STANDARD’S. A dependable quality recognized by the Metalworking 
Industry, and exactly the same quality found in STANDARD’S Hard- 
ware Line. 


HARDWARE DEALERS . . 
simplify invoicing .. . 
customers . . 
Cutting Tools. 


. Standardizing with STANDARD .. . 
reduce paper work . .. win, and retain 
. by offering a Complete Line of ‘‘accepted quality’ 


DRILL SETS packaged in 


DRILLS plastics or index 


TAPS 


BURRING 
REAMERS 


























- moti sators 
: be B58 
% iS Bigs EMM Mee ao 


) tee yhDz pists: 
ie es a n % 
| OL { O. Cee 
N tie ® CO. 


S950 CHESTER AVENUE 


CLEVELAND 14, OHIO 
BRANCH WAREHOUSES IN: NEW YORK - DETROIT - CHICAGO - DALLAS - LOS ANGELES - SAN FRANCISCO 
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Books 


for a dealer's library 





“Blue Book of Gun Dealing, 1961 
Edition,’ should be attractive to 
dealers for three reasons. First, 
this book is usually a hot resale 
item and it carries a good profit 
margin. Second, the book helps 
train sports’ department salesmen. 
Third, dealers who accept trades 
will find this book a must in the 
gun business. Current values on 
some 900 domestic and foreign 
guns are quoted. Rifle scopes are 
also covered. There are chapters 
on staging shooting promotions, 
how to trade, refinishing, etc. 
Available from Williams Gun Sight 
Co., 7300 Lapeer Rd., Davison, 
Mich. List price: $2. Dealer cost 
for seven or more copies: $1.20 
each. 


‘““Management Research Summary 
No. 755” is important reading for 
dealers who feel “squeeze - out” 
pressures coming to bear. Methods 
to prevent such pressures from 
owners, and possibly even business 
failures, are summarized here. This 
summary covers a lengthy study 
of the squeeze-out problem by the 
School of Law of Duke University. 
The complete study will be avail- 
able shortly from Duke but the 
summary is free at all Small Busi- 
ness Administration offices, or by 
writing direct to: Small Business 
Administration, Lafayette Build- 
ing, Washington 25, D.C. 





HARDWARE HUMOR 


“My wife just had triplets” 





lf you are experienced in the water 

systems business, your volume could S 

be nearly double that of 1956. If itis not, a oo 

take a long look at your sales methods. th qd 
Compare them with the hard-hitting me O a 
program of the FLINT AND WALLING T 

dealer. He doesn't have to cook LE 

up his own promotions. They are td T qd 

handed to him in a neat, easy-to-use OU d e | 

package. This planned promotion, T | 

plus a complete /ine of pumps, tanks OO ” 


and water conditioners properly engi- a ON 
: a 


neered and competitiveiy priced, and 
the backing of a penetrating national 
advertising program, add up to the 
FLINT AND WALLING ‘‘PROFIT 
PACKAGE!’’ May we call and tell you 


all about it? Write us today! 


sell the 
profit eg 
package 4m Ma 
en 


WALLING 


NDALLVILLE, INDIANA 








a pump\ |\for every | purpose 
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HERE’S A NEW 
PITTCHLOR 
PACKAGE 


NEW SIZE 


... fifteen ounces 


NEW 
CONTAINER 


...an unbreakable 
polyethylene bottle 


NEW 
DESIGN 


...in bright, full color 








FOR TREATING POOL WATER 








tate HYPOCHLORITE « JOR AVAULABLE Cuore 


Now you can offer Columbia- 
Southern Pittchlor in a com- 
pletely new package. The 
fifteen-ounce size is ideal for 
the fast growing plastic pool 
market. And the sturdy, un- 
breakable polyethylene bottle 
is so convenient to use. The 
new design is a big sales help. 
You'll find the PITTCHLOR 
fifteen-ounce unit an attrac- 
tive, attention-getting money 
maker on your shelf or counter. 

Ask your distributor to show 
you the all-new PITTCHLOR 
package. 


PITTCHLOR®—Granular cal- 
cium hypochlorite, for rapid 
release of 70% available chlo- 
rine. Kills chlorine susceptible 
algae and bacteria. Available 
also in 3% Ib. and 5 Ib. re- 
sealable cans, and in 100 Ib. 
drums 


A tablet form, too: 


PITTABS®—Compressed cal- 
cium hypochlorite, Pittabs 
provide a continuous and uni- 
form supply of 70% available 
chlorine for up to 18 hours. 
Available in 3% Ib. resealable 
cans and 100 Ib. drums. 


columbia |southern 
G chemicals 


CHEMICAL DIVISION 

PITTSBURGH PLATE GLASS COMPANY 

ONE GATEWAY CENTER PITTSBURGH 22, PENNSYLVANIA 

DISTRICT OFFICES: Boston - Charlotte - Chicago - Cincinnati - Cleveland 

Dallas - Houston - Minneapolis - New Orleans - New York - Philadelphia 

Pittsburgh - San Francisco - St. Louis - IN CANADA: Standard Chemical Limited 
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Brightly colored carton makes 
an attractive shelf display, neat- 
ly holds a dozen bottles. 


MTTCHLOR 


Millions of Women Are Buying REPUBLIC’S 


FREEZETTES. 


‘eIe7 16) recezer 


More Freezer Bags Ss & ee eUPeLIES 
Per Package! ay Se eae Ey te” 


Greater Consumer 
Value! 


Order your Republic 
self-service Island 
Display now for prof- 
ita ble selling all 
year-round. 


@Republic’s FR-61 
(shown here). 27” x 
23” x 64” high. Mer- 
chandise Retails for 
$180.64. On same 
order without rack, 
Dealer using 1960 
Republic rack saves 
$5.—Wt. 100 lbs. 
Drop Shipped P. P. 


® Larger Department 
Store Size, DS-61. 
Retails for $331.29. 
Witt out rack, dealer ,.@ 
or store saves $11. 
Wt. 200 lbs. Drop 
Shipped P.P. 


ia terre, 


> =e 
es aor, - 
po “a as 
= 3B 
+ ee 
a 


ORDER 
NOW! 


© 1961 ” “ 
REPUBLIC MOLDING CORPORATION cnicaco 31, wNois 
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EVERYBODY MAKES THEM 
BUT HERE COMES THE 


aT 


D 


t) 
* 


i | 


U60-D 


(DEFLECTOR) 


(ADJUSTABLE ) == 
te 
50 adj. 
(ADJUSTABLE ) 
SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. 
1460 NAUD STREET 
LOS ANGELES 12, CALIFORNIA 
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What the Law Says 


What are the obligations to sell 
“as advertised”? 


by ALBERT WOODRUFF GRAY 


Learning that factory-suggested 
prices of firearms sold by the job- 
ber trade had not been followed, 
the manufacturer sent out a letter 
to its customers stating that: 

“We have prepared and are 
sending under this cover by regis- 
tered mail a printed document set- 
ting forth the terms and conditions 
upon which . . . revolvers will be 
supplied to the jobber trade. 

“Hereafter no order will be filled 
except upon the terms set forth in 
the enclosed document, therefore, 
please read it carefully for we are 
going to ask your support and co- 
operation.” 

This manufacturer refused to fill 
the order of one of the leading 
retail firms in the country. Suit 
for breach of contract was brought 
by the retailer. Apparently this re- 
tailer considered the printed letter 
to the jobbing trade an offer to 
sell, that needed only its acceptance 
in an order to make a binding con- 
tract. 

Of this letter, essentially an ad- 
vertisement of these firearms, the 
Massachusetts court said, in deny- 
ing the retailer a recovery: 

“We are of the opinion that a 
fair interpretation of the letter 
and document very plainly shows 
that it was not a general offer to 
sell to those addressed but an an- 
nouncement or invitation that this 
manufacturer would receive pro- 
posals for sales on the terms and 
conditions stated, which the manu- 
facturer might accept or reject at 
its option. No contract between the 
parties having been created the 
manufacturer’s refusal to fill the 
customer’s orders was not an ac- 
tionable wrong.” 

Almost identical circumstances 
were involved in an incident in 
New York City when a large de- 
partment store advertised in one 
of the local newspapers: 

“Widely known standard makes 
of radio receivers at 25 percent to 
50 percent reduction,” followed by 





the names of the radio sets and, 
“Your choice with batteries and 
tubes all ready to operate $22.50 
to $225.” 

On the day following this ad, a 
customer offered to buy two sets 
on the terms stated in the adver- 
tisement. He tendered a certified 





check for the amount of the list 
price, less 25 percent. The store 
refused to accept. 

This would-be purchaser sued, 
as did the jobber in the controversy 
over the sale of the revolvers. 
Each had insisted that there had 
been created a contract by the ad- 
vertisement as an offer, which each 
had accepted. 

With this argument the New 
York court failed to agree. 

A positive offer, it said, that 
would become a binding contract 
could be made by an advertisement, 











WROUGHT 
WASHER 

the hardware 
trade’s 

package center 
for 


WAS S 


From one dependable source, 
the Hardware merchant can ob- 
tain all of his washer require- 
ments — packaged to save his 
time and valuable display or 
storage space. Wrought Wash- 
er’s modern packaging helps 
you sell more washers day in 
and day out. 


The world’s largest producer of 
quality washers offers you every- 
thing from its popular Klip- 
Pacs®, weighing a few ounces, to 
200 lb. bulk supply containers. 
In between are our sales stimu- 
lators in plastic tubes. Order 
from your jobber or distributor. 


order from your jobber 

Ask your jobber to show you Wreught Wash- 
er’s other self-merchandising packages: 
exclusive Mil-Pac Twins, Assortments and 
Single Tubes, Standard Shelf Packs, Bulk 
Washer Containers. 


WW /4/6061 /HP 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS, 
SHeridan 4-0771 * twx Mi 277 


WORLD'S LARGEST PRODUCER OF WASHERS 
Want more facts? Circle 158, p. 75 


HARDWARE AGE, June 1, 1961 © 97 








| What the Law Says 

| (Continued ) 
The line 

- but such was not the situation 


here. This printed notice was 


: > _ merely an invitation that the store 
0 rig wire ar ware _ was ready to receive offers for the 


goods which it described. 








In contrast to a situation such 
as this was another early case in 
New York in which an advertiser 
promised a $500 reward to the 
finder of jewelry described in the 
advertisement. 


The acceptance of such offer by 
a person who had found the jewel- 
ry created a valid and binding con- 
tract. 

Of such a specific offer as a re- 
ward for lost property, the court 
said, “It is not like cases in which 
you offer to negotiate, or in which 
you issue advertisements that you 
have got a stock of goods to sell. 
In either case there is no offer to 
be bound by any contract. Such ad- 
vertisements are offers to negotiate 
—offers to receive offers.”’ 


Some further comment 
This the court supplemented 
q Three color, 10” x with a comment by an eminent 
13%” metal dis- legal writer: 


Ti a red SS en “Frequently negotiations for a 
eo Eye Bolts, “U” contract are begun between parties, 

Bolts and Turn- by general expressions of willing- 

buckles. ness to enter into a bargain upon 

stated terms, yet the natural con- 


struction of the words and conduct 


P-10 Plumbing Assortment » of the parties is rather that they 


The most wanted plumbing repair parts packaged sn ° are inviting offers OF , UBRISURE 
in a handsome metal display box. Individual refill oe = the terms of a positive future bar- 


cartons in convenient small quantities also available. ” = gain—rather than making positive 
ae offers. 


oaSSS=== DV, ig oS ey, “Especially is this likely to be 


. . | true where the words in question 
Hindley Cotter Pins 
Precision made in a wide variety of | i are in the form of an advertise- 
metals, shapes and sizes, from 2” to ment. 
142” diameters. “Thus 


y , if goods are advertised 
—*~) BUY THROUGH for sale at a certain price, it is 
YOUR WHOLESALER not an offer. And no contract is 


——— sidiniins | formed by the statement of the in- 
ince’ gee ee tending purchaser that he will take 


lindley ey Fs : iil 8 a specified quantity of the goods 
1897 ae | on ee at that price. 


“The construction is rather that 
such an advertisement is a mere 
invitation to enter into a bargain 
rather than an offer.” 


No. 514A No. 600 No. 700 
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Now you can start 
Pre-Father s i Gold Rush 








Th king ‘il that writes = sé ) } 
gf Stang. or ag s 6As a Father's Day Present § 


© Works mechanically | 
© No tape to unwind Ty, | = 
© Neat, strong case 


5 tel oe bets rotoes me 6s the best value in tools 
' ,7 
are wees § tiidt | Can recommen 


PAUL COTFOIA 

















Danvers Hdwe. and Appliance Inc 


Where there’s | Daneel thea: 
heavy traffic with 














light trucks... What a Father’s Day gift reminder—this new 

, Vise-Grip display rack! Sells on sight—by word, 
by eye appeal. And customers remember they’ve 
seen this all-purpose tool nationally advertised 
in SATURDAY EVENING Post, LOOK and FARM 
JOURNAL. 














Only 14” long, yet this new display rack holds 
and identifies all models. Order yours now. Be 
prepared for the Father’s Day gift trade. Write 
direct (or ask your jobber) for your free 


ouble Acting...with no Vise-Grip rack. 


Hanging Strip Required 


Shallow mortise design... suit- 1. Requires a mini- 

able for plywood or hollow core mum of space (only 
-. 14” wide). 

wood doors, hollow meta! doors, 


' : Se, Coe —— \ #34) 2. Easy to put up. 
formica or metal-clad doors of aniee Fits on peg board 
various types. Always specify if i ai sai | or wall space. 

exact thickness of door. & AEE? 3. Features the 
° | : K, = — 8 complete Vise-Grip 

7 + je x | = as line 
Type 11001— 4”, 5”, 6” : 4 ‘\ ic} Maw 4. Prices and mod- 
Furnished in All Standard Finishes : i | a ~ As ph ne | clearly in- 
Now specified and used on stock room doors | ) ; 


in many nationally known chain food stores. & 20 OF | uy, ad ned ike 


easy-to-read sales 


tel 4, ¢ Spring AWinges of Zuality ) message. 
Chicago Sprina Hinae Co. PETERSEN MFG. COMPANY 


1500 CARROLL AVE., CHICAGO 7 ILL | Dept. HA-5 © DeWitt, Nebraska 
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Vacation headquarters 
display boosts sales 


A Virginia dealer converts a 
normally dull traffic spot on his 
sales floor into a lively location 
each Spring. The conversion lasts 
until early Fall, and it is an idea 
you can apply in your store. 

The section is given the label of 
“Vacation headquarters,” with a 
large sign. The display features 
items culled from stocks in every 
department of the store. 

For example, travel irons, tran- 
sistor radios, and sunlamps are 
brought in from the appliance sec- 
tion. Vacuum jugs and ice chests 
are added from outdoor lines. 
Clothes bags are taken from the 
closet supplies. 





THE MARK OF QUALITY TOOLS The list of vacation items is 


Stevens Walden offers you the largest s long. There is something for a 
most complete lines of all types and y _ vacation display in just about every 
styles of wrenches — quality tools, _ department of your store. In se- 

popular priced for volume selling. “a lecting items, remember that some 


_ folks stay at home and putter 
STEVENS WALDEN, INC., Worcester, Mass. | around the yard. Others head for 


Want more facts? Circle 163, p. 75 cool mountain retreats. Many, per- 


haps the majority, head for warm 
days in the sun at lake or seashore 








Ble} t) <> = ~ THE pay CALLS ~ | pn 


Each has special needs, and these 


Vv ea e- Fog Cc cf | = | many needs can be satisfied with a 
: D Y K - M | comprehensive display in your 


nuts, | ; _STEE L BLU E'« | store. You don't have to buy any- 


Le 7 aeons . thing new, it’s just a question of 





Loosens Rusted Bolts, 


A screws, 
” uy =soparts! 
seconds! 


realigning your present stock. 








Dies and 
3 Templates} 


HARDWARE HUMOR 


.* 
= _- 2 oa 
| TTT | 


rl 


W nD pvt KEM ot Steet ai 


Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 


OVER 22 MILLION I See 
NT VILONT UMC ED RA Sh dark blue background makes, the 
Shee 2 SSeS Siency and accuracy 
FOR YOU! = Write for full information 

THE DYKEM COMPANY 


At Wholesalers Everywhere ! = Established 1920 
RADIATOR SPECIALTY CO. | Se. emer | 
CHARLOTTE, NORTH CAROLINA = | dawn on you... 
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| was wondering when it would 


‘7 





Qth ANNUAL SWING-A-WAY TRADE-IN SALE! 
It’s here again—the Oth annual SWING- 
A-WAY money-saving TRADE-IN 
promotion. YOU GIVE $1.00 TRADE- 
IN ALLOWANCE for any old can opener 
toward the purchase of a regular $3.98 
Swing-A-Way Magnetic Can Opener. 
Best of all, you can make your full 
A SELL-OUT THE PAST 8 YEARS Swing-A-Way mark-up! It’s another 
ORDER YOUR No. 300 TRADE-IN DEALS NOW! . ° 
Cat. No. Contains Retail Each Total Retail outstanding promotion by the stand-out 
2 eS SS. promotion leader. Order the No. SOO 
tebe scasaace cage TRADE-IN deal now... offer is limited! 


Shipping: 3 No. 300 Deals to Shipper . . . Weight 27 Ibs. 


$3.98 model only $2.98 
and any old can opener 


2" Guaranteed by > 
Good Housekeeping 
< > 


ras Aoverrnsed THE 


SWING-A-WAY MANUFACTURING COMPANY e@ 4100 BECK AVENUE e ST. LOUIS 16, MISSOURI 
Want more facts? Circle 166, p. 75 
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Barnes Water Wizards 

(clockwise from bottom) 

Fred B. Hout, president; 

D. A. *‘Mac’’ McCullough, vice president; “ 
Jim Hulse, water systems sales manager; 

Bob Sears, pump sales manager 














YEARS AHEAD ENGINEERED 





BARNES SUBMERSIBLE 
WATER WIZARDS (iI" 


TOMORROW'S PERFORMANCE -TODAY’S PROFIT PRODUCER 


Never before in the pump industry — 

has one company advanced so far 

—so fast... to guarantee your domi- 

nant position in the market place. 

Barnes, and only Barnes, offers you 

this profitable combination: (1.) 
Years Ahead Engineered Submersibles in 2 or 3 
wire models, twenty-three systems in all, to meet 
over 90% of your application requirements. (2.) 
The most unique and effective sales plan ever cre- 
ated to capture both new and replacement water 
system sales in your own area. 


Take a closer look. First, consider the 
fact that Barnes offers the most sale- 
able line of submersible water systems 
in the industry. Twenty-three different 
systems in all, in both 2 and 3-wire 
models. Sound interesting ? Check 
this: With Barnes, you have a model to fit any 
submersible installation from 20 to 1050 feet deep 
... to meet your toughest volume and pressure 
requirements—plus, a complete price 


range. 
& And that’s just the start. Only 


, Barnes gives you the selling edge of 
_ exclusive Teflon U-Cup seals. This 
| amazing material resists wear like 
“) nothing else and guarantees a perfect 
|, friction-free seal to knock out recir- 
. culation between stages. Result: 50% 
additional head per stage. 





Backing up Barnes’ Teflon U-Cup 
“# seals is another miracle material called 
fame Polypropylene. Used in cases and im- 
‘= pellers, this “perfect” molded material 
virtually eliminates parts fatigue. It 
will not absorb water. It doesn’t rust. 
It won’t corrode. It resists abrasives. 

One more point. The motors in these new 
submersibles have windings that actually expand 
and contract with temperature variations. Nc 
cracking. No breakdowns. To make doubly sure 
the motors keep on the job, they’re equipped with 
a sealed reservoir holding ten times the oil needed 
by the motor. 


You can’t beat the unmatched com- 
bination of Barnes’ Blue Ribbon Sub- 

|, Mersibles and sensational Water 
'@ Wizard sales program. It represents 

J the greatest profit-producing oppor- 
tunity of the decade—don’t miss it! 


nat helps you 
ent and become the 
Water wizard) 


, 
Send for you | 
and full details today: 


sell more Bar! 
water system 


WIZARDS 


BARNES MANUFACTURING CO. 
Mansfield, Ohio »- Oakland, Cailif. 6109 
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EASY HANG?’ perforated board fixtures 


ADVERTISED IN 


Better Homes & Gardens 
Home Improvement Ideas 


Popular Mechanics 
Popular Science 


Faster, 


easier, 
more positive 
locking — 


without clips! 





merchandiser 


Holds assortment of 
Easy Hang se/f-/ocking 
fixtures plus a stock of 
perforated board. Flocr 
space: 24” x 21”. Store 
tested! Drop-shipped, 
prepaid. Call your jobber 
or write today. 





Bubble-packed Card-mounted 


Hook up with 


abheambetox ‘i. 
LU ttt tut £2 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 





Want more facts? Circle 168, p. 75 
104 «© HARDWARE AGE, June 1, 1961 








| 


| 
' 





| 


| 






Signs are large and numerous. 


“Cot credit? Tell ’em 


*”” says volume store 


so, 

“Credit is like a piece of mer- 
chandise. It won’t sell if kept un- 
der the counter. It has to be brought 
out into the open and merchan- 
dised,” says management at Hech- 
inger Co., Washington, D. C. 

Accordingly, Hechinger has 
posted large credit signs about its 
stores for customers to see and 
think about. 

Hechinger customers do not 
merely have charge accounts, they 
have credit cards. These cards sim- 
plify all credit transactions, and 
they are a prestige device. Cus- 
tomers are proud of being able to 
show their credit status by open- 
ing their wallets. 

These two facets, merchandising 
credit and giving customers identi- 
fication cards, can combine to in- 
crease greatly the charge-sales vol- 
ume of hardware dealers. 


Good display signs are 
quick, easy to design 

If you have a pair of scissors, 
some giue, and a supply of 10x12 
in. stiff paper board in any color, 
you can make interesting display 
signs in a matter of minutes. 

A check of business magazines 
such as HARDWARE AGE, and con- 
sumer shelter magazines, will show 
you an endless source of good sign 
material. Full page ads in these 
magazines are usually colorful and 
contain forceful selling messages. 

Trim these ads and glue them to 
the boards. Stand the boards at the 
centerpoint of your displays. They 
make eye-catching focal points. 














There’s just one reason why 
more stores sell Atlas Tacks, 
Nails and Brads than any 
other brand: 


BETTER 
PROFITS 


But there are four reasons 
why they make better profits 
with Atlas: 









Better packages 
. Complete line 
Faster turnover 


BETTER 





DISPLAYS 








More than 25,000 of these famous 
Atlas Tack & Nail Bars in actual 
use have proven their ability to 
move merchandise at 2 to 3 times 
normal rate — through self-service, 
impulse buying. Holds more than 
200 of Atlas’ famous % Ib. window 
boxes. Takes less than 1% sq. ft. 
of counter space. 


ct 18:10 






TACK 


Atlas z= 


Fairhaven, Mass. ¢ Henderson, Ky. 





1810-1961 


ONE HUNDRED AND FIFTY-ONE YEARS OF SERVICE 
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: \S =, Complete with 


Brass Rod, 
Anti-Siphon Refill 
Tube and Clamp , 


Pilma- SHOD 


MEA’ TOILET TANK VALVE 


SUEMT tOiLET 7° 
TANK VALVE | £RFF/ 


NOW! PLUMB SHOP’S PROVED, 
MONEY-MAKING LINE IS EXPANDED 
TO INCLUDE A TOILET TANK VALVE MERCHANDISER PANEL 
UP” YOUR 
FAST FILLING—Full Open Flow... Refills Tank Quickly and Quietly DISER FOR A PROFIT-MAKING Comme aN 


24 Gauge Metal 
Blue and White 
54" 2244" 





WHISPER QUIET—No Hiss .. . No Whistle . . . No Water Turbulence 


DEPENDABLE—Life-Long, Trouble-Free Service . . . Only 2 Moving Parts 

POSITIVE SHUT-OFF—Lifetime Nylon Seat . . . Will Not Wire Draw SELF ATTACHING—Easy Fast Hook-up to Either Sj 

BLISTER PACKAGE—Racks Directly to Plumb Shop Merchandiser RACKS 6 TANK VALVES—Frees Bin Areas id a ae of 

LATEX SEALED—Product Protection PLUS Customer Inspection PLUS SALES—Tank Valves and Flexible Su i Shelf Spac 

STANDARD MODEL—Easy to Install. . . Fits All Tanks NO EXTRA COUNTER SPACE REQUIRED —Pay Nothied =a po 
r Pane 


COMPLETE—Step-by-Step Directions FREE WITH YOURIN 
DESIGNED AND PACKAGED FOR RETAIL PLUMBING SALES OF FOUR SILENT TANK. Vat gee ORDER PS300 


Merchandiser 
2 


SPECIAL OFFER 
FOR DEALERS WHO [] PS 300 INCLUDES: 


ALREADY HAVE THEIR @ 4 Silent Toilet Tank Valves 
PLUMB SHOP @ Free Tank Valve Merchandiser Panel $9.36 


MERCHANDISER 
[] PS C) PS 200A INCLUDES: 

FREE @ 122 Pc. Assortm’t of Tubes, Valves, Fittings 

MERCHANDISE @ Free Tank Valve Merchandiser Panel 

3 SILENT TOILET @ | Free Toilet Tank Valve Included 

TTTETIRTS @ 2 Free Toilet Tank Valves on return State 


$11.70 RETAIL VALUE of Free Merchandise Certificate $43.84 
i [] FREE PLUMB SHOP CATALOG Wholesaler 


Do not send payment. Your Wholesaler will invoice you-. 


CO 
PLUMB%, SHOP DETROIT 1, MICHIGAN 
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CHROMALOX ELECTRIC 
THERMWIRE MATS 


help keep chicks 
and pig litters 
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warm and healthy 


~, 
J 


~~ » “A ~ , &F = 
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Warm, evenly controlled concrete floors in 


~~ 


db 


hog farrowing pens and brooder houses 
help cut pig and chick losses in winter. You 
net more with safe, clean, economical elec- 
tric heat. Chromalox Thermwire mats in- 
stall quickly and easily—just unroll pre- 
formed mat and place in the form before 
pouring top layer of concrete. Accurate 
Chromalox thermostats for uniform tem- 
perature control. Mat sizes—6’ x 18” and 
10’ x 18”—may be connected end-to-end or 
side-by-side. Also ideal for milk house heat- 
ing and snow melting. 6’ size only $19.95, 


10’ size only $21.95. 


WRITE FOR illustrated folder M60100 
and name of your distributor. 





WwM-2 





; CHROMALOX 


Convention Calendar 





conventions 


shows 


conferences 





Convention Check List 

















For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 


June 

1-23 Bostwick-Braun Co., Annual Toy 
& Holiday Gift Merchandise 
Show, Toledo, Ohio. 

4-5 United Hardware Distributing 
Co., Annual Toy Show, St. Paul, 
Minn. 

5-16 Cotter & Co., Semi-annual Con- 
vention & Fall Toy & Gift Show, 
Chicago. 

5-23 American Hardware Supply Co.., 
Toy & Gift Show, Pittsburgh, 
Pa. 

6-8 Piedmont Hardware Co., An- 
nual Toy Show, Danville, Va. 

11-12 S & M Co., Dealer Show, Min- 
neapolis, Minn. 

11-13 Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 


cago. 
15-17 Texas Wholesale Hardware 
Assn. & Texas Hardware 


Boosters Club, Houston, Texas. 
18-21 The Lawn Mower Institute, Inc.., 


Annual Convention, Asheville. 
N.C 
July 
9-13 Independent Housewares Exhibit 


Chicago. 

9-13 National Retail Hardware Assn. 
Congress, Denver, Colo. 

10-14 National Housewares 
Chicago. 

16-26 Geo. Worthington Co., Annual 
Toy & Gift Show, Cleveland, 
Ohio. 

23-25 Our Own Hardware Co., Sum- 
mer Convention, Minneapolis, 
Minn. 

28-30 Billings Hardware Co., Annual 
Housewares & Gift Show, Bill- 
ings, Mont. 


Exhibit, 


August 


Merchandise Show, Dallas 
Texas. 

29-31 Allison-Erwin Co., Fall Hard- 
ware-Housewares Show, Char- 
lotte, N. C. 

September 


October 


November 





7-10 Eastern Housewares Show, New 
York, N. Y. | 
20-21 Oklahoma Hardware Co., Fal! 
Market, Oklahoma City, Okla. 
20-23 Associated Fishing Tackle Trade 
| Show, Chicago. 
28-29 Walter H. Allen Co., Inc., An- 


nual Stockholders’ Meeting & 


3-6 Beck & Gregg Hardware Co. 
Fall Merchandise Market, At- 
lanta, Ga. 

19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 


2-6 National Hardware Show, Chi- 
cago. 

15-18 National Builders’ Hardware 

Convention, Miami Beach, Fla. 

20-22 Eastern Lawn, Garden & Allied 

Products Trade Show, New York, 


N. Y. 

22-25 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn.—National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Meta! Distribu- 


tors. 
29-31 Hardware Wholesalers Inc.., 
Annual Convention, Merchan. 


dise Show and Stockholders’ 
Meeting, Fort Wayne, Ind. 


18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 
nual Convention & Trade Show, 
Detroit. 








Atlantic 


National Events 


City Convention of the 
American Hardware Manufactur- 
ers’ Assn.—National Wholesale 
Hardware Assn.—National Assn. of 
Sheet Metal Distributors, Oct. 
22-25, Atlantic City, N. J. Head- 
quarters: Dennis and Shelburne Ho- 
tels. Arthur L. Faubel, AHMA sec- 
retary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 


wares Exhibit, Inc., Eight S. Dear- 
born St., Chicago 3. 


National Builders’ Hardware Conven- 


tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fontainebleau Ho- 
tel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell, managing director, 515 
Madison Ave., New York, and 
American Society of Architectural 
Hardware Consultants, George P. 
Merrill, executive secretary, 220 
“E” St., Santa Rosa, Calif. 





ELECTRIC HEAT 
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EDWIN L. WIEGAND COMPANY 

7598 THOMAS BOULEVARD © PITTSBURGH &, PA. 
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Independent Housewares Exhibit, July 
9-13, at Morrison Hotel, Chicago. 
Sponsored by Independent House- 


National Hardware Show, Oct. 2-6, at 
McCormick Place, Chicago. Spon- 
sored by National Hardware Show, 








Convention Calendar 





(Continued ) 


Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, managing 
director. 


National Housewares Exhibit, July 
10-14, at McCormick Place, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54, Ill. Dolph Zapfel, 
secretary. 


National Retail Hardware Assn. Con- 
gress, July 9-13, at Denver Hilton 
Hotel, Denver, Colo. Sponsored by 
the National Retail Hardware 
Assn., 964 N. Pennsylvania St., In- 
dianapolis 4, Ind. 


Retail Paint & Wallpaper Distributors 
of America, Inc. Annual Conven- 
tion and Trade Show, Nov. 18-20, 
at Cobo Hall, Detroit. 


Regional—State 


Ace Hardware Corp., Chicago, Sum- 
mer Convention & Toy Show, June 
11-13, at main exhibit hall of the 
Palmer House, Chicago. 


Walter H. Allen Co., Inc., Dallas, 
Texas, Annual Stockholders’ Meet- 
ing and Merchandise Show, Aug. 
28-29, at Baker Hotel, Dallas, 
Texas. 


Allison-Erwin Co., Fall Hardware- 
Housewares Show, Aug. 29-31, at 
company offices, 2920 N. Tryon St., 
Charlotte, N. C. 


American Hardware Supply Co., Toy 
and Gift Show, June 5-23, at com- 
pany offices, 41 Terminal Way, 
Pittsburgh, Pa. 


Beck & Gregg Hardware Co., Atlanta, 
Ga., Fall Merchandise Market, Sept. 
3-6, at Atlanta Biltmore Hotel, At- 
lanta, Ga. 


Billings Hardware Co., Billings, Mont., 
Fifth Annual Housewares and Gift 
Show, July 28-30, at Shrine Audi- 
torium, Billings, Mont. 


Bostwick-Braun Co., Annual Toy and 
Holiday Gift Merchandise Show, 
June 1-23, at company offices, cor. 
Summit & Monroe Sts., Toledo, 
Ohio. 


Cotter & Co., Semi-Annual Conven- 
tion & Fall Toy & Gift Show, June 
5-16, at company offices, 2740 Cly- 
bourn Ave., Chicago 14, IIl. 


Eastern Housewares Show, Aug. 7-10, 
at Coliseum, New York, N. Y. Hall- 








Meet 

the mighty 

“MITEE” an 

exclusive NEW 

Wall Anchoring 
Device by Barrett, 

with a BIG, BIG 
Difference . . . This 
solid One-piece Cap 
makes news, and ends 
forever the problem of 
the Anchor splitting 
apart behind the wall. 
Moreover, its unique 
Hexagonal Head fits 
any standard Open-end 
Wrench or Long 

Nose Pliers. 


““MITEE” Wall Anchors with the BIG dif- 
ference are exclusive with Barrett, and 
available Carded or in Boxes in the pop- 
ular 4%" and *%" Short, and Long, sizes 
... Write, Wire or Call... 


Jarrett 


BARRETT SALES & MANUFACTURING CO.. INC. 
4200 WEST VICTORIA STREET, CHICAGO 46. ILLINOIS 
PHONE: INdependence 3-0781-2-3 
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= Erickson, Inc., 28 E. Jackson Blvd., 
Chicago, show managers. 
: 0 Eastern Lawn, Garden, & Allied Prod- 
ce : ucts Trade Show, Oct. 20-22, at Col- 
| 4 iseum, New York, N. Y. Frank 
! f Yeager, Suite 1103, 331 Madison 
) yA Ave., New York, N. Y. 


Fishing Tackle Trade Show, Aug. 20- 
23, at Hotel Sherman, Chicago. 
Sponsored by Associated Fishing 
Tackle Mfrs., 20 N. Wacker Drive, 


hicago. A. J. Boehm, 
Don't fool yourself .. . your stocking space costs money, especially when ee i is aa 
it can be more profitably used for seasonals. 
Hardware Wholesalers, Inc., Annual 


Our phenomenal (really') delivery has enabled some wholesalers to turn Convention, Merchandise Show and 

their ; | tool stock 7 and 8 tim d to thei 3 or 4 Stockholders’ Meeting, Oct. 29-31, 
heavy at ae es, compare elr previous or 4. at company offices, Nelson Rd., Fort 

Se oe ee Wayne, Ind. 

lf you wouldn't mind saving some cold, hard cash (and keep your cus- 

tomers happy, too) why not give us a call, or better still, send an order The Lawn Mower Institute, Inc., 
then sit back and count the h it takes us to deliv Washington, D. C., Annual Conven- 

tee hours er. tion, June 18-21, at Grove Park 

| Inn, Asheville, N. C. 


WARREN TOOL CORP. North Dakota Retail Hardware Assn. 

Convention, Sept. 19-20, Fargo, 

WAnna™ ome N. D. Sessions & Exhibits at New 

Civic Memorial Auditorium. John 

Haukedahl, 54% Broadway, Fargo, 
N. D. 


Oklahoma Hardware Co., Fall Mar- 
ket, Aug. 20-21, at Huckins Hotel, 
Oklahoma City, Okla. 


Our Own Hardware Co., Summer Con- 
vention, July 23-25, at company 
offices, 618 N. Third St., Minneap- 
olis 40, Minn. 


Piedmont Hardware Co., Annual Toy 
Show, June 6-8, at company offices, 
554 Craghead St., Danville, Va. 


S & M Co., Dealer Show, June 11-12, 
at company offices, Arthur & Ken- 
nedy Sts., N. E., Minneapolis, Minn. 


Texas Wholesale Hardware Assn. & 
Texas Hardware Boosters Club 
Convention, June 15-17, at Sham- 
rock Hilton Hotel, Houston, Texas. 
Howard Weddington, 1327 National 
City Bldg., Dallas 1, secretary- 
treasurer. 


United Hardware Distributing Co., 
Minneapolis, Annual Toy Show, 
June 4-5, East Room of Grand- 
stand, State Fairgrounds, St. Paul, 
Minn. 


Geo. Worthington Co., Annual Toy & 
Gift Show, July 16-26, at company 
offices, 802 St. Clair St., Cleveland, 
Ohio. 
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Merchandising for profit 


“Our 
Tool Sales 
are up 24% 


with our 
Proto SD4"* 


Rotary 
Merchandiser” 
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Irwin and Bob Botto, Botto Brothers Hardware, Hicksville, Long Island. 
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*K (The Bottos have just ordered a larger Proto SD11 Rotary Toolmart 
to handle their growing business.) 


That's the success story of hundreds of Proto dealers 
across the country. Some say 10%, some 15%, some 
more! It can be your story, too. Here's why: 


THE RIGHT TOOLS FOR YOUR TRADE: The SD4 builds 
impulse sales by displaying 191 Proto tools most needed 
by your trade. (70% of all tool sales are impulse sales. ) 
It revolves for easy customer shopping. It shows price, 
size, number and outline of each tool. Makes it so easy 
for your customers to buy. Makes it easy to re-stock too. 


GUARANTEED QUALITY. Your Proto sales are backed by 
over 50 years of proven quality leadership. The majority 
of tools are drog-forged from tested Protoloy® alloy 
steel for the most strength. Every tool inspected and 
guaranteed to pass your toughest trade requirements. 


RELIABLE POLICIES. Proto has established reputable pol- 
icies for distribution, prices, discounts, shipping, 
replacement —to guarantee you a steady, sound, higher 
profit structure. 


WELL KNOWN, WELL SUPPORTED. The Proto line is 
known by professional mechanics and do-it-yourselfers 
around the world. Proto has a long-established network 
of Hardware partners...leading wholesalers and dealers 
all over the country. They have helped Proto maintain 
merchandising and promotion leadership over the years. 
Proto, in turn, gives them strong support—see next page. 





Proto dealers get strong support... 


MARKETING MANPOWER SUPPORT 


Your Proto sales efforts are backed by a profes- 
sional marketing organization geared to give you 
most sales...best service. 8 REGIONAL MANAGERS, 
under the Hardware Sales Vice-President, keep 
close track of area conditions. They’re sensitive to 
your problems. And they recommend and coordi- 
nate programs tailored to your needs. 


ADVERTISING AND 
MERCHANDISING SUPPORT 


Ads pointing out the special features of Proto 
tools pre-sell your trade in national magazines 
such as Popular Mechanics, Popular Science, and 
Mechanix Illustrated. 


Front door decals, banners, streamers and 
other promotional aids remind your customers and 
create interest. 


Merchandisers of all types...including coun- 
ter cards on new tools...make on-the-spot sales. 


Your customers are pre-sold by the advertis- 
ing...re-sold by good merchandising, service and 
satisfaction. 


Join Proto’s Partnership for Profits. Use your 
Proto support of manpower, advertising, and mer- 
chandising...and watch your tool sales jump. (The 
Bottos, see reverse side, report a 24% increase in 
sales and a 16% increase in PROFITS.) 


Call your Proto wholesaler today for details 
on his easy Proto pay-as-you-go terms, or write to: 


DIVISION OF 


PROTOMTOOLS fee 


PROFESSIONA! elu Nui aae 1 © lelks y 
‘STRIE® 
2213 Santa Fe Avenue, Los Angeles 54, California 
513 Allen Street, Jamestown, New York 
1713 Oxford East, London, Ontario, Canada 


See other side, too. 


25 FACTORY SPECIALISTS service you...always 
looking for ways to make your selling job faster 
and more profitable. 


This strong team helps implement the most 
complete advertising and merchandising support 
in the industry. 


7 ‘proto » TOOLS 
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How’s the Hardware Business? 





Home maintenance market: $300 spent 
last year by average home owner 


The average homeowner last 
year spent about $300 for home up- 
keep and improvement. This makes 
the home improvement market a 
$13 billion annua] market, accord- 
ing to the Dept. of Commerce. 


The $300 average represents all 
types of homes, the owner-occupant 
and non-resident dwelling units. 
Owner-occupants of single-family 
dwelling units spent an average of 
$283; owner-occupants of dwellings 





Sloss & Brittain self-service merchandise plan 
to help dealers sell electrical, plumbing goods 


This 9 ft electrical merchandising unit is one of three types assembled for 
dealers as part of Sloss & Brittain's Automatic Merchandising Service. 


Plans to make electrical and 
plumbing displays available to 200 
dealers are underway at Sloss & 
Brittain, San Francisco wholesaler. 

Electrical, rough plumbing and 
finished plumbing self-service mer- 
chandising tables in 6 or 9 ft sizes 
are installed at a dealer’s request, 
through a program known as Auto- 
matic Merchandising Service. Deal- 
er’s existing stock is used to fill the 
units, and other items are pur- 
chased to fill in gaps. 

Key to the plan’s success is the 
system of inventory control. Mer- 
chandise is pre-priced by Sloss & 


Brittain according to current com- 
petitive prices. These prices are 
checked regularly. This assures 
dealers of selling at competitive 
prices. In addition, a pre-printed, 
illustrated invoice makes dealer 
analysis of merchandise movement 
a relatively simple job. 

Refill stock is shipped in num- 
bered bags which correspond to bin 
numbers on merchandising units. 
This helps dealers restock shelves 
quickly. A complete set of pre- 
printed price strips is available to 
dealers with each unit. 


with 2-4 housing units $368; non- 
resident owners of dwellings with 
1-4 housing units $245, and owners 
of dwellings with five or more hous- 
ing units $1,168. 

Most upkeep and improvement 
spending was done during the July- 
September period, an average of 
$85 per owner. This average prop- 
erty owner spent $83 during the 
April-June period, $76 during the 
October-December period, and $54 
during the January-March period. 

How homeowners spent for up- 
keep and improvement varied great- 
ly between owners of single-family 
units and owners of multiple units. 

Owners occupying single units di- 
rected 49 percent of their expendi- 





For ideas on how you can get your 
share of this home maintenance mar- 
ket see article on page 51 of this 


= _ i titi, 





tures to additions and alterations, 
34 percent on maintenance and re- 
pairs, and 17 percent for replace- 
ments. 

Multiple dwelling unit owners 
spent about 28 percent for addi- 
tions and alterations, 58 percent for 
maintenance and repairs, and 13 
percent for replacements. 

Here’s a further breakdown of 
home upkeep and improvement ex- 
penditures during 1960 given in the 
Dept. of Commerce report: 


Total 


Type of Work ($ million) 


Grand total $13,120 


Additions, alterations total 5,501 

Additions 761 
3,413 
1,327 


Alterations, inside 
Alterations, outside 


Maintenance, repairs total 5,553 
Heating, central air cond. 439 
Painting 2,463 
Plumbing 704 
Roofing 403 
Flooring 239 
Other 1,221 


Repair, maint. payroll 83 


Replacements, total 2,066 
Heating, plumbing 974 
Roofing 579 
Other 512 
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All-Steel Utility Case 
~ to help you sell 


SKIL DRILLS 


...and you can get up to a 00% 


Now, a great new merchandising idea that'll help you 
ring up more drill sales than ever . . . a deluxe, all-steel utility 
case that you can offer free to your customers with each Skil 


Wag 


4" or *%” drill you sell. 











Both drills carry Skil’s regular retail price... and you 
get your full regular discount! 


What's more, 5 will get you 50! Order in quantities of 5 for 
either drill and you get a whopping big 50% mark-up! Full, 
regular mark-up on quantities less than 5 for either drill. 
Want more facts? Circle 175, p. 75 


DELUXE, ALL-STEEL CASE has rugged 
chrome handle and latch. Has a dozen and 
one uses around the home! 














Model 503K. Powerful, 2.5 
Taal omssle) ela Dial imotelal]-1a¢-mce 


power unit for 6 Snap/Lock %" Drill with 
Lote) mm Ci-y-la-te Metall lel @ FREE UTILITY CASE 


A " 3” 





retail price of 
drill only 


%" Drillwith “ @ 
FREE UTILITY CASE 


32" 


retail price of Model 560K. Rugged 3 amp 


drill only motor. Removable side 


ar-Laleli-Miclm-) acg-Movelilége) Mm mati: 
oFoleie)(-ma-lel0leitlelame|-1- lap 


mark-up on this special offer! 


Special self-display carton comes with each drill, along with 
colorful display card in case lid to make it a self-selling unit. 

Don’t miss out on this one! It’s a limited time offer, so 
better get your order in right away. Call your wholesaler imme- 


diately, or write: Skil Corporation, Dept. 503F, 5033 Elston 
Avenue, Chicago 30, Illinois, for details. 


SecTrTrimaa TREN DOS TODAY WAITEFI LEA DOE RSHIF ¢ 
Want more facts? Circle 175, p. 75 















‘NYLON-GLIDE’ 
4-PACK 





-».@ profit-maker 
in a bubble package 


Here’s a sure seller for counter-top, 
rack or pegboard displays. 

It’s an eye-catching transparent 
package of four Bassick white nylon- 
base furniture glides. 


HOW TO SELL THEM 


Bassick nylon-base glides can’t core 
rode, can’t rust, can’t stain floors or 
floor coverings. They offer great floor 
protection, and they’re recommended 
for sea-coast localities, damp climates, 
the most humid rooms or atmospheres. 
Will not stain carpets that have been 
recently shampooed. 

What’s more, Bassick nylon-base 
glides give your customers quiet, easy 
furniture movement. Smart, modern 
styling makes these glides a credit to 
any furniture. Available A and 
1%” diameter sizes. 

Ask your Bassick distributor about 
this fast-selling glide package today. 
THE BASSICK COMPANY, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. 1.21 
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Consume: Mailers 
New Wholesalers’ Aids 


for Dealers’ Use 





Pro’s summer mailer aims 
to match discount houses 


A summer consumer mailer to 
help dealers compete with chains 
and discount houses is being dis- 
tributed by Pro Hardware, Inc., 
Larchmont, N. Y. 

The mailer, Big Discount Sale, 
features 46 new and regular stock 
items at competitive prices. Mer- 
chandise includes picnic and camp- 
ing supplies, housewares, fix-up 
goods and items for outdoor living. 


Special coupon items are also in- 
cluded. 


Front page has a traffic building 
camper’s bow saw coupon, and a 





Zc cacss or Otactas 





COR ANE ~ nue TE 
free offer of mask and snorkel with 
purchase of swim fins. 

Wholesalers using the mailer are 
Allison-Erwin Co., Charlotte, N. C.; 
Decatur & Hopkins Co., Boston; 
Chas. Ilfeld Co., Albuquerque, 
N. M.; May Hardware Co., Wash- 
ington, D. C.; Rose, Kimball & 
Laxter, Inc., Elmira, N. Y.; P. A. 
& S. Small Co., York, Pa.; Strat- 
ton-Warren Hardware Co., Mem- 
phis; Strevell-Paterson Hardware 
Co., Salt Lake City; W. A. L. 
Thompson Hardware Co., Topeka, 
Kans.; Whitlock Corp., Yonkers, 
N. Y.; and M. S. Young & Co., Al- 
lentown, Pa. 





DEALERS 
IMPRINT 








Rabinowe’s spring mailer 
features consumer awards 


Customers can win a week’s va- 
cation for two in Florida, plus 101 


other awards, by filling in the 
entry blank in the Happy Home 
Sale circular of E. Rabinowe & Co., 
wholesaler in Yonkers, N. Y. 

Front page of the circular is to 
build power tool, lawn and garden, 
and household traffic. It includes a 
sabre-jig saw, sponge mop, tank 
sprayer and economy lawn rake. 

Dealers will be shown the cir- 
cular and given tips on how to 
sell the merchandise included at a 
kickoff dinner meeting. A 55-piece 
window display kit will also be in- 
cluded. 


Woolworth, Kresge on 
discount bandwagon 


F. W. Woolworth, champ among 
former 5 & 10¢ variety stores, has 
announced plans to establish a 
large chain of discount stores. The 
stores will have a minimum of 60,- 
000 sq ft of space each, and feature 
lines such as appliances. 

Some departments will be con- 
cessions, the firm says. 

Woolworth’s announcement fol- 
lows the debut of an S. S. Kresge 
Co. discount department store near 
Detroit, Mich. And, similarly, a 
number of the nation’s large de- 
partment stores recently have an- 
nounced separate discount outlets 
to be built under the parent name. 





Promotions 
Manufacturers’ New 


Promotion Plans 


Lustro-Ware offers aids 
for national ad tie-in 


Dealers are offered free ad mats, 
posters and envelope stuffers that 
tie-in with ads promoting the 
Lustro-Ware line of polyethylene 
Refuse-tainers, manufactured by 
Columbus Plastic Products, Colum- 
bus, Ohio. 

Ads appear in Good Housekeep- 
ing, Living for Young Homemak- 
ers, House & Garden, Farm Jour- 
nal, Family Cirele and Suburbia 
Today. 





Traffic-building contest 
marks Daisy’s 75th year 
Daisy Mfg. Co., Rogers, Ark., 
has begun a traffic-building contest 
to mark its 75th anniversary. The 
contest is directed to youngsters, 


and prizes will be awarded to both | 


consumers and dealers. 


Ads promoting the contest—best | 


25-word statement on “Why a Daisy 
BB gun is the first training gun’ 
—will appear in youth books, news- 
paper comic sections and in comic 
books. Entry blanks must be signed 
by a store owner, manager or sales- 


man. Dealers will get a contest kit | 
with entry blanks and window | 


streamers. 


Grand prize is an all-expense trip | 
to dig for diamonds at the Crater | 
of Diamonds in Arkansas, a $2500 | 
diamond ring for winning young- | 
ster’s mother, and a $1000 tackle | 
set and fishing trip for father. | 
There will also be 75 other prizes. | 


Dealer whose store name or sig- 


nature of personnel is on winning | 


entry will win a $250 diamond ring. 
Salesman selling a Daisy BB gun 
to grand prize winner will get a 
$200 savings bond, and wholesale 
salesman who sold the gun to dealer 


will also get a $200 bond. Contest | 


will close July 31. 


Manufacturers name new 
distributors for lines 


Curtis Mfg. Co., Pneumatic Div., 
St. Louis—Blair Co., Ligonier, Pa. 

E. R. Wagner Mfg. Co., Mil- 
waukee—Allen B. Carpenter Co., 
Denver. 




















jhe melej em {tee} 19) 
PER HOUR 


g. 4 . . > 
qs 9 > 
be ORS 
yee 


Purchase order follow up is simplified when you 
can scan at the rate of 


VO0O00 cauide foe Kbit. 


‘Management by exception” is the desired method of fol- 
lowing-up purchase orders. 

ViSIrecord’s speed and visibility, to thousands of records 
at finger-tip control, provides instant information on hun- 
dreds of variable factors. 

Improper situations show up at a glance — no matter how 
large the number of orders involved, and permit telephonic 
action in seconds. 

ViSIrecord provides split-second speed in management 
control, in minimum space requirements with normal seated 
desk level operation. 

ViSIrecord is equally proficient on machine or hand posted 
operations — Accounts Receivable, Inventory or Maintenance 
Control — Edge punched card to tape or Order Writing and 
hundreds of other systems — anywhere records must be kept 
and used quickly and accurately. 

Your ViSlrecord Systems Specialist is ready and able to 
provide proof of related accomplishments achieved by thou- 
sands of satisfied customers. 

Meanwhile write for Case Histories and list of satisfied 
companies in your industry. 


ViSlrecord, inc. 


375 PARK AVENUE, NEW YORK 22, N. Y. 


© i961 ine. 


Systems Specialists in Principal Cities 


Want more facts? Circle 177, p. 75 
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April business is firmer, 
but still behind year-ago 


April business indicators pointed 
to more signs of an upswing in the 
economy, but totals still remained 
lower than year-ago figures. 

Most encouraging sign was a 
sharp rise in personal income, with 
wages and salaries jumping from 
$272 billion in March to $274 bil- 
lion in April. Total personal income 
was $410 billion, compared to $409 
billion the previous month. 

Durable goods manufacturers re- 
ported gains in new orders and 
sales during April. Sales increased 
4 percent over March, but were still 
5 percent below last year. New 
orders, however, were . slightly 
higher than a year ago, and should 
serve to stimulate further produc- 
tion. 

April business failures dropped 
10 percent from the March total. 
But the 1,441 failures was still 
high in comparison to April 1960’s 
1,370 total. Failures continued to 
decline into May, dropping to 368 
in the week ended May 11, from 
399 the preceding week. Failures 


a year ago, however, were only 304. 

Auto sales played the biggest 
role in a downtown of retail sales. 
Total retail sales in April were 
$17.5 billion, off 3 percent from 
March and down 9 percent from a 
year ago. All retail categories were 
down slightly from last year with 
exception of drug stores. The early 
Easter buying season prompted 
heavy consumer spending in March 
and an easing off in April. 


483 small business loans 
approved by SBA in March 

A total of 483 small business 
loans were made during March by 
the Small Business Administration. 

The SBA _ report on _ business 
loans approved during March, bulle- 
tin No. 810, includes five loans to 
hardware dealers: a dealer in Colo- 
rado with one employee, $15,000; 
a Maryland dealer with three em- 
ployees, $6,500; a Michigan dealer 
with four employees, $23,000; a 
Minnesota dealer with one em- 
ployee, $10,000, and a Texas dealer 
with two employees, $16,000. 
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GNP shows slight decline 
during 1st quarter 1961 


Effects of the recession were evi- 
dent in a first quarter decline of 
the gross national product, accord- 
ing to Dept. of Commerce figures. 
GNP totaled $500 billion, compared 
to $501 billion during first quarter 
1960. 

Cause for the decline was a dip 
in domestic investment, from $79 
billion last year to $61 billion in 
Ist quarter 1961. Greatest decline 
was in reduced investment in busi- 
ness inventories. Spending on new 
equipment and construction was 
also off slightly. 

On the bright side, personal con- 
sumption expenditures’ increased 
compared to last year. Total ex- 
penditures were $328 billion 
against $323 billion last year. Ex- 
penses for services and nondurable 
goods were up sharply while dura- 
ble goods were down. 

Exports were up from $1 billion 
to $5 billion compared to a year 
ago, and government purchases of 
goods and services were up from 
$97.5 billion to nearly $105 billion. 
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NEW SPRAYIT. 600 





first complete pressure-pump 
paint sprayer priced so low! 


Here’s a real break-through for home paint sprayers . . . and 
you. A precision-made oil-less diaphragm type outfit, integrally 
powered, ready to spray . . 
Appealing color display sells it. Backed by the nationally adver- 
tised Sprayit home line at $29.95 up. Full discount on every 
sale ... plus new Sprayit owners who paint more, buy 
more paint from you! 

FREE SPRAYIT 1961 CATALOG . 
pages, big product photos, easy-to-read specs, 
new features on every page! 


THOMAS INDUSTRIES INC. 
Sprayit Division— HA-6 
207 East Broadway, Louisville, Kentucky 


. and priced for every homeowner. 


. . 16 color 
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HANDYMAN 
Everyone(;2<")needs DALTON 
—and Summer is the Season for these Sure-Fire Money 


Makers! So, Figure Ahead—Order from your Jobber 
Today! ‘ 7 


DALTON 
SAW- 
HORSE 
LEGS 


MODEL No. D380 
¥_"" ELECTRIC DRILL 


a ite Per.ect for the professivaa: w-er. 
24 High Legs Powerful 115 volt AC-DC mo or. 
Full load speed 600 r.p.m. %” 
oe nage ae a chuck and key. 
0 igh Legs multiple thrust ball bear- 
All-Steel. Fully ing. 3-wire cord and ada 
: pier. 
none My Pr. $5.99 automatic trigger switch. List $29.95 
crossbar securely. Crossbar ean be : 
any 2” lumber, any length. Gray SPEE-DEE Wall Type 
enamel finish. Safely withstands GARDEN 


ioad of 1560 Ibs. Display pkg. HOSE HANGER 


¢ Knocked down, packaged 
Now! 4 nail holes on top for impulse sales « Com- 
double the holding power. pact—saves warehouse space 
prevent separation of e Holds (00 ft. of hose 
bracket from rail. ¢ Mount on Wall « Heavy 
steel, enamel 











finish e Easy to 
New— assemble — bolts 


Improved nae pete in- Retails 
SPEE-DEE Pat. Pend. 79¢ 
SAWHORSE sahlani SPEE-DEE 
BRACKET Bi f f , TOOL & 
ar Pe ee PARTS 
HOLDER 
« Mount on 
wall 
e includes 4 
Pair jars with lids 
e Holds 7 tools 
$1.89 * Retails 98e 


Flanged Nail Holes a ee. Prices higher on W. Coast except Elee. Drill 


ideas cones ** DALTON MFG. CO. 3 i.Sz"sue"™ 
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. we haat THING << 
TAP As LUNE ELECTRICITY _ , 


FROM 6 INCHES eG - 
TO 16 FEET LONG Sg _ Tap-A-Line — 
a mounted on or 
behind work benches, 
in the lab, on test tables, 
in lamp or appliance stores — 
provides multiple taps from a single 
power source. Safe — concealed conductors — 
tight positive contacts — easy to install in any position. “<@ 
Sold by Electrical, Electronic and 


Hardware Jobbers and Dealers } 7 Za} 
Tap-A-Line Mfg. Co. = 


P.O. Box 563 
Pompano Beach, Fila. 





$$Loaded with Dealer Profits! 
Wita 


Professional 
Caulking fagce!4- 5/8 olion 
Guns! 


You'll sell more Vital Model B - Versatile 
E ; 7 bulk loader, for any 
job-designed caulking job 
guns because they are 

contractor favorites. 

They load easier... adel D - Bulk or 
cleaner and give posi- Cartridge, quick- 
tive control for smooth, close breech cap. 
even beads. Ask for 
profit facts today! Un- 


conditionally guaran- Medel. «Sccnd ote 
teed. —bulk or cartridge. 








Interchangeable nozzle set... 16 styles and sizes! 


Since 1909 


Vita PRODUCTS MFG. CO. 


7500 QUINCY AVE. 
CLEVELAND 4, OHIO 
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NOW! stan gan” 
for only 4.95 


With Exclusive Push-button Loading 
and Built-In Staple Extractor. > 


Here's the fastest selling staple gun on the 

market today. Designed especially for home 

use. Staple sizes 44", %,"’. Nationally advertised. 
Immediate shipments—no wait, no delays. Order today. 


Swingline: INC., Long istand City 1, New York 
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ws» Hi-RED” Plastic 
I| SCREW ANCHORS 


PACKAGED TO SELL—SELF-SERVICE 
CARDS, KITS OR CARTONS! 


This is a quality anchor that sells on sight 

.a good repeater. Can be used indoors 
or outdoors in any material. No special tools 
required! Superior holding puwer proved by 
Pittsburgh Testing Laboratory. 


Nationally advertised 
BIG SELLER! 


SEND ''Hi-RED'' SAMPLES 


NAME 
FIRM_ 
STREET 
CITY 


1 
LIFETIME ANCHOR | 
Sizes for No. 4 screw | 
up to Vy" lag . ».4 
| 
| 
, 








size marked on every 
anchor. 














- HOLUB INDUSTRIES, Inc 


oe oma NR: 463 ELM STREET « SYCAMORE, ILL. 
Want more facts? Circle 184, p. 75 
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Bingham Co. Discontinues All Operations: 
Shareholders to get 100% of Book Value 


W. Bingham Co., Cleveland 
wholesaler, is closing its 
doors after 120 years of 
operation. The decision to 
discontinue its operations 
was announced on May 25 
by S. E. Cram, president. 

The announcement said 
that the firm would proceed 
immediately to dispose of its 
inventories and would dis- 
continue both its wholesale 
and industrial business. The 
inventory will be offered to 
Bingham dealers, through 
the company’s salesmen. 

At the same time, it was 
learned that a group of Bing- 
ham employees had acquired 
outside financial backing and 
were setting up a new indus- 
trial supply firm to be known 
as Bingham Inc. 


This new company will be 
headed by V. E. Peters, 
formerly head of the old 
Bingham industrial supply 
department. Headquarters 
will temporarily be in the 
— building on Ninth 

t. 

An interesting aspect of 
the Bingham action is the 
fact that the company’s 
stockholders will receive 100 
percent of the book value of 
the company. 


In announcing the decision 
to close its doors, Mr. Cram 
said that “Unsatisfactory net 
profit after taxes and invest- 


ment, a situation reported 
nationally for several years 
by both the National Whole- 
sale Hardware Assn. and the 
industrial supply associa- 
tions, is responsible for this 
decision. 


“A number of facts have 
contributed to the situation,” 
he pointed out, “including 
tax inequality which extends 
a distinct competitive ad- 
vantage to firms which are 
not assessed to 52 percent 
corporation tax; the con- 
tinued growth of discount 
outlets; the spread of trade 
and consumer catalogs; trad- 
ing stamp premiums; the 
increase in dealer group buy- 
ing, and chain operations 
serving captive retail store 
requirements. All of these 
activities are diverting hign 
unit values and more profit- 
able volume from independent 
retailers and full function 
wholesalers. 

“For the predictable fu- 
ture, increasing cost of 
operation and a burdensome 
tax structure are to be ex- 
pected,” he said. “Increased 
sales and production, a re- 
spected name and acceptable 
products and services are not 
enough to insure continued 
existence or growth, if they 
are not supported by an 
adequate return on invest- 
ment.” 





True Temper's Raymond 
Retires After 38 Yrs 


R. R. Raymond has retired 
as vice-president and gen- 
eral sales manager of True 
Temper Corp., Cleveland. He 
will continue with True Tem- 
per in an advisory capacity. 

Mr. Raymond joined True 
Temper 38 years ago when 
it acquired the Evansville 
Tool Co. of Evansville, Ind. 
He has been active in a num- 
ber of trade associations 
over the years. 


R. R. RAYMOND 
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MANUEL V. NODAR 


Nodar Joins DeWalt 
In Newly Created Post 


DeWalt, Inc., Lancaster, 
Pa., has appointed Manuel V. 
Nodar to the newly created 
post as product manager of 
stationary power tools. He 
was director of sales promo- 
tion and advertising at Por- 


ter-Cable Machine Co., Syra- 
cuse, N. Y. 

Mr. Nodar will coordinate 
all marketing plans for the 
new line of single purpose 
stationary power tools which 
was recently obtained from 
Atlas Press Co. (see HA, 
May 4, p. 120). 


Phillips Named Disston 
General Sales Manager 


Robert O. Phillips has been 
named general sales manager 
of the Disston Div., H. K. 
Porter Co., Inc., Pittsburgh, 
Pa. He was national sales 
manager for Ironrite, Inc. of 
Mt. Clemens, Mich. 

In another move, the firm 
has appointed Robert W. 
Brady product sales manager 
for Disston. He was sales 
manager of power tools and 
steel tape rules. 





Van Camp Starts Value Center Ad Program; 
300 Dealers, 75 Manufacturers Join In 


Van Camp Hardware & 
Iron Co., Indianapolis whole- 
saler, has introduced a 
“Value Center Dealer Ad- 
vertising Program.” The first 
newspaper ads under the new 
program appeared in April 
21 issues. 

This Value Center pro- 
gram is a newspaper adver- 
tising effort in which the 
dealer and the manufacturer 
divide the cost of ad space. 
Van Camp implements this 
by lining up funds available 
from manufacturers, creat- 
ing and laying out all of the 
ads, and otherwise handling 
administrative details and 
liaison work. 

According to Sid Wessel- 
ing, Van Camp director of 
sales, the program attracted 
300 dealers and 75 manufac- 
turers by kick-off date. En- 
thusiasm for the program, 
which has been under de- 
velopment for two years, is 
such that dealers and manu- 
facturers are continuing to 
sign up at a rapid pace, he 


halue 
ente 


is the Van Camp Value 
Center insignia. 


This 


reported. 

Mr. Wesseling pointed out 
that the purpose of this con- 
tinuing ad program is to (1) 
get more store traffic and 
(2) alter the nuts-and-bolts 
image of hardware stores 
and encourage more house- 
wives to shop there. 

Here is how the program 
works: 

Van Camp selects 12 items 
of merchandise to be used in 

(Continued on page 121) 
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Albany Hardware Elects Hubbard President; 


CHARLES L. CROWELL 


Two Named, Two Retire 
At Belknap Hardware 


Two men have retired and 
two men have been named 
sales managers by Belknap 
Hardware & Mfg. Co., Louis- 
ville, Ky., wholesaler. 

Charles L. Crowell has 
been named sales manager 
for Ohio, West Virginia, 
Pennsylvania, Maryland and 
New York. He succeeds C. C. 
McGuire who has retired. 

Mr. Crowell has been with 
Belknap since 1939 and a 
specialty salesman since 
1941. Mr. McGuire had been 


took his most recent post in 
1944, 

Roy J. Blair has _ been 
named sales manager of Bel- 
knap’s railroad and govern- 
ment sales department. He 
succeeds Fred J. Kimmel, Jr. 
who has retired. 


eae 


ROY J. BLAIR 

Mr. Blair joined Belknap 
in 1923 and has been an as- 
sistant in this department 
since 1923. Mr. Kimmel join- 
ed the company in 1911. He 
took his sales post in 1928 
and became a director in 
1944. 





W. W. Conde Elected President; Lowe Wins 
Low Medalist Award of Eastern Golf Assn. 


W. W. Conde, W. W. 
Conde Hardware Co., Water- 
town, N. Y., wholesaler, was 
elected president of the East- 
ern Hardware Golf Assn. 
during the 26th annual tour- 
nament. 

Mr. Conde succeeds Rus- 
sell Hoehl, Russell Burdsall 
& Ward Bolt & Nut Co., who 
has become chairman of the 
board. 

These and other elections 
were held during the group’s 
meeting at Shawnee-On-Del- 
aware, Pa., May 15-16. More 
than 200 members attended 
and 168 played golf. 

Vincent P. Lowe, Jr., Pe- 
terson & Lowe, Baltimore 
manufacturers’ agent, was 
low Medalist in the golf com- 
petition. Daniel J. Mayes, 
Mayes Bros. Tool Co., won 


WwW. W. CONDE 


the Hardware Bowl Award 
of the championship flight. 
Other awards and winners 
were: Ed Griswold (pitcher) 
Trophy, won by Robert 
Mueller, Minnesota Mining 
& Mfg. Co.; and H. L. Gil- 
(Continued on page 120) 


Slate of Officers and Directors Named 


Rex D. Hubbard has been 
elected president of Albany 
Hardware Co., Inc., Albany, 
Ga., wholesaler. He succeeds 
the late Kenneth B. Hodges 
who died recently (see HA, 
May 18, p. 118). 

Mr. Hubbard is succeeded 
in his former post as vice- 
president by Kenneth B. 
Hodges, Jr., son of the late 
president. Mr. Hodges will 
devote his time to Hodges 
Builders Supply Co. as pres- 
ident of that firm. 

George S. Ryals continues 
as secretary-treasurer of Al- 
bany. 

The new board of directors 
just elected includes: 

Mr. Hubbard, Mr. Hodges, 
Cason Callaway, Jr., Albert 
Reese Davis, II, Harold 
Wetherbee, Mrs. Marjorie 
W. Hodges, King D. Cleve- 
land, Mr. Ryals, E. H. Bond 
and Julian Logue. 

Mrs. Hodges is the widow 


REX D. HUBBARD 


of the late president. Mr. 
Cleveland is trust officer of 
the C & S Bank. Mr. Ryals, 
Mr. Bond and Julian Logue 
have been with Albany for 
15 years and will assist the 
new president in operating 
the firm. 

Mr. Hubbard has an- 
nounced that there will be no 
change in policies and prac- 
tically none in personnel. 





Sickels-Loder Expands, 
Prepares to Relocate 


Sickels - Loder, Inc., New 
York wholesaler, is all set to 
move its offices and ware- 
house to 235 Mill St., Law- 
rence, L. I., New York, on 
July 1. The company, found- 
ed in 1848, has been at 594 
Broadway in New York. 

The new office and ware- 
house facilities will be in a 
modern 25,000 sq ft one- 
story building. There is am- 
ple ground area for future 
expansion. Merchandise will 
be palletized and conveyors 
will be installed to speed 
handling of orders. 


F. B. Powers Elected 
To New Rawiplug Post 


Frederick B. Powers, Jr., 
secretary and director of 
Rawlplug Co., Ine., New 
Rochelle, N. Y., has been 


elected a vice-president. He 
succeeds M. M. Schubert, who 
has retired after 34 years 
with the company. 

Mr. Powers joined the 
Rawlplug sales department 
in 1955. 


Robert E. Hough Gets 
Medalist Sales Post 


Robert E. Hough has been 
named sales manager of the 
Medalist Hardware Div., 
National Lock Co., Rockford, 
Ill. He succeeds Joe H. 
Hoke, who has retired. 

Mr. Hough, who has been 
with the firm for eight years, 
was a Medalist salesman be- 
fore being named assistant 
sales manager a year ago. 

In other moves, National 
Lock has appointed Jack 
Tolmie supervisor of sales 
and Herbert B. Johnson as- 
sistant sales supervisor of 
the division. 
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This is the Universal 
Center Hole on a ‘‘Pro- 
duction’’ Paper Disc. 
So versatile it fits any 
14," or larger electric drill your cus- 
tomers have. Discs fit snugly on 


pads and sand both wood and 


metal. Attractive 5-disc packs and 
t colorful displays boost impulse 


sales. Most popular simplified 
**PRODUCTION*’* 





grits in both 5” and 6" sizes. Ask 
your 3M Man. 


IS A REGISTERED TRADEMARK OF 3M CO., ST. PAUL 6, MINN. 


co a eg ee. epagcmlimte E> 
YOU CAN'T AFFORD TO FORGET! 


the ORIGINAL 
PLASTIC ALUMINUM ... one of 


the fine products in the nation’s 
most complete line of fix-it items 


And be sure to stock 
Order from your Jobber 


THE WOODHILL CHEMICAL CO. 


“The mother-in-law approved line” 
1390 East 34th Street 


























Cleveland 14, Ohio 





Faster Sales with 


DAY-GLO SIGNS 


BRILLIANT “JET-FIRE" RED and midnight 
black make these all metal, weather-proof 
Hy-Ko signs fast, fast, fast sellers. For use 
indoors/outdoors. 14'' wide x 10°" high, with 
2 holes for easy mount. 


ASK YOUR JOBBER about Hy-Ko Assort- 
ment No. 800—5 doz. (your choice of 20 most 
popular and fastest selling wordings), retail- 
ing per sign, 50¢. Order 
early, and order enough. 
They sell all year ‘round. 





FREE! si metal sales- 
creating Display Rack 
with each assortment. 








4 “The Hallmark of 
Better Letters, 


HY-KO Signs, Numbers" 


PRODUCTS CO., Cleveland 3, Ohio 








News of the Trade—— — 


brief reports of 


MANUFACTURERS SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Dale C. Spohrer 
to cover the Albuquerque, Phoenix and San Diego area. 
This territory had been covered by J. C. Jolley, who has 
taken over metropolitan Los Angeles formerly covered by 
Owen B. Cram now resigned. 


@ Bissell, Inc., Grand Rapids, Mich.—Marshall McDaniel, 
formerly assistant district manager, to New York district 
manager. He replaces Rex Burgdorfer who moved up to 








Want more facts? Circle 186, p. 75 
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assistant general manager (see HA, May 4, p. 120). 


@ Mirro Aluminum Co., Manitowoc, Wis. 
buyer with Herst-Allen 


man, formerly housewares 





Norman Witt- 
Co., 


Chicago, to cover the Chicago area. 


@ Yuba Power Products, Inc., Cincinnati—Robert T. Hol- 
land, former sales manager of a San Francisco firm, to 
representative in the Los Angeles area. 


@ Kwikset Div., American 


Hardware Corp., Anaheim, 


Calif.—Harry Christiansen named customer relations rep- 
resentative for the Kwikset Sales & Service Co. 


@ Pendleton Tool Industries, Inc., Los Angeles—Fred M. 


Kastel, Jr., formerly assistant 


regional sales manager, 


to regional manager of the Northeast region. 
@ Baker Brush Co., Inc., New York —Michael D. Neuman, 


mid-western representative for 35 years, has retired. 


Mr. 


Neuman, who lived in Chicago, will live in Tampa, Fla. 


@ Desmond Brothers Paint Co., Torrance, Calif. 


Millard 





B. Doty from the St. Louis area to Arizona, part of New 
Mexico and El Paso, Texas, out of Phoenix. 


@ Ridge Tool Co., Elyria, Ohio—Gordon M. Henderson, 
veteran plumbing supply salesman, to Florida. 





Eastern Golf Elects 


W. W. Conde President 

(Continued from page 119) 
liam (silver tray) Trophy, 
won by Fred H. Page, Jr., 
Page, Steel & Flagg Co., 
North Haven, Conn., whole- 
saler, 

During the business ses- 
sions, Charles B. Leinbach, 
Supplee - Biddle - Steltz Co., 
Philadelphia wholesaler, was 
reelected secretary-treasurer. 

Other officers elected are: 

First vice-president, Mel- 
vin Campbell, Campbell! 
Chain Co., and second vice- 
president, Edward Laird, 
E. K. Tryon Co., Philadel- 
phia wholesaler. 

These newly elected board 
members will serve a three- 
year term: 

James Sherman, Roberts 
Hardware Co., Utica, N. Y., 


wholesaler; Emmett Hard- 
ing, Hodell Div., National 
Screw Mfg. Co.; John Z. 


Buckley, Parker Mfg. Co. 

Flight winners and run- 
nersup are: 

First, Daniel J. Mayes and 
E. M. Craft. 

Second, Robert Mueller 
and George Kohler. 

Third, Fred H. Page, Jr., 
and Charles Sutlive. 


Fourth, Howard J. Loftus, 
Jr., and William Austin. 
Fifth, William Volk and 
John S. Heller. 
Sixth, Britton B. Wood 
and Walter N. Wright. 
Seventh, Charles H. Dun- 
ning and Douglas Franck. 
Eighth, L. L. Wilson and 
Harold Smith. 
Ninth, Sterling Abbey and 
Robert R. Holland. 
Tenth, Walter F. 
and Richard Bamford. 
Eleventh, J. Hartzel Hus- 
ton and Robert Munger. 
Twelfth, Leonard May and 
Harry Keenan. 
Thirteenth, Lawrence Mc- 
Kay and James Seaman. 
Fourteenth, Richard Guck- 
elberger and R. Stockton 
Taylor. 
Fifteenth, Harold Kelley 
and Wm. T. Kelly. 
Sixteenth, Arthur L. 
Reimer and N. E. Drazan. 
Seventeenth, Phil Embury 
and R. 8S. Hostetter. 
Eighteenth, Harold Cress- 
man and Nixon Richman. 
Nineteenth, E. D. Marvin 
and Karl F. Baumann. 
Twentieth, Frank May and 
Art Henricks, Jr. 
Twenty-first, Ed E. Chand- 
lee, Jr., and Geo. M. Brown- 
low, Jr. 


Story 


News of the Trade 


Harvey T. King Heads Tennessee Dealers 


Harvey T. King, Obion Hardware Co., Obion, was elected president 
of the Tennessee Retail Hardware Assn. at its recent convention in 
Nashville. John T. Ross, Fountain City Hardware Co., Fountain City, 
was elected first vice-president. Charles Steele, Little & Steele Hard- 
ware Co., Nashville, was elected second vice-president. Rollie Holden, 
Holden Hardware Co., Murfreesboro, is a new director. Holdover 
directors are: J. W. Wilburn Jr., J. W. Wilburn Co., Lenoir City; 
Arthur Hicks, Wright Hardware Co., Sweetwater; Sam Wilson, S. A. 
Wilson & Co., Arlington; Dave Maddux, Maddux Hardware Co., 
Cookeville; and Wayne Hall Jr.. Wayne L. Hall Hardware Co., 
Camden. Rufus J. Parrish is secretary-treasurer. Shown here, seated, 
are: Wayne Hall and Joha Ross. Standing, left to right, are: John 
H. Jenkins, Chattanooga, advisor; Lewis H. Bohannon, Crossville, 
advisor; Arthur Hicks; William G. Mashaw, Indianapolis, Ind., ex- 
ecutive vice-president of the National Retail Hardware Assn.: Rufus 
J. Parrish; Sam Wilson; and Charles Steele. 





Van Camp Introduces metropolitan areas dealers 


Value Center Program 
(Continued from page 118) 


an ad. The ads appear every 
two weeks. The items are 
selected from a broad range 
offered by program manufac- 
turers. A full ad with all 12 
items is made up and shown 
to each program dealer by 
his Van Camp salesman. The 
dealer can choose any four 
or more items from his own 
ad which is then made up by 
Van Camp. 

Dealers’ ads then run in 
their local paper. In several 


have been joined into groups 
to share full 12-item ads. An 
ad including all items mea- 
sures 51 column inches for 
local papers and 71 column 
inches for metropolitan pa- 
pers. 

Van Camp has created a 
new insignia for the program 
known generally as_ the 
Value Center decal. This in- 
signia appears in all ads and 
on all dealer aids. It is also 
available in the form of an 
8-in. decal for windows, ete. 
Each dealer gets one pennant 
and two price cards for every 
item he selects to advertise. 


St k Wood, metal, paint or varnish—just 
OC two papers, ‘‘Production’’ and 
‘“‘Wetordry”’ handle 99% 
of customers’ sanding 


answer {0 needs. Simplified 8-grit 


stock makes self-service 
quicker... turnover faster . . . 


a 
sanding with no excessive inventory. 
Customers like the better re- 
a sults they get from profes- 
sional type paper, too. 
QUESTIONS stock cease your si 
Man. 


**PROOUCTION’’ AND ““WETORORY’’ ARE REGISTERED TRADEMARKS OF 3™ CO., ST. PAUL 6, MINN. 


Miiwnesora Miwine AND Mhaavractunine COMPANY 


++ WHERE RESEARCH 16 THE KEY TO ee 3M 








THIS IS 
THE LINE 
TO FOLLOW 
FOR SURE 
PROFITS ON 


HIGH-QUALITY 
SNOW TOOLS 





news in brief of 


MANUFACTURERS AGENTS 


@ Clarence N. Cone, Bala-Cynwyd, Pa.—Clarence N. Cone 
has announced his retirement as an agent as of May 31. 
Most of Mr. Cone’s lines will be taken over by his associate, 
Samuel A. Silver, 228 Maple St., Clayton, N. J. Mr. Cone 
plans to live in Ft, Lauderdale, Fla. 

@ L & S Sales Co., Memphis, Tenn.—Victor L. Huddleston 
has joined the firm and will travel the six state area covered 
by the agency. Mr. Huddleston was district manager for 
Hunter Fan & Ventilating and a salesman with Sylvania 
Electric Products, Inc. | 
@ Meehan-Thompson, Melrose, Mass.—This agency has Th ma, 
recently moved to 300 Upham St., P. O. Box 34, Melrose /f {rr 

76, from Stoneham, Mass. The firm’s offices are newl ~ , es i 

built. 5 J J 7) RUGG MFG. CO. 
@ Louis T. Hudson & Co., Nashville, Tenn.—Robert W. : f, Greenfield, Mass. 
Bruce, 12-year sales veteran, has joined this agency to cover 
Virginia, West Virginia and part of Kentucky. 


A complete line 

of aluminum and 

steel snow shovels 
and pushers, snow 
scoops, children’s 
shovels and 
sidewalk scrapers 
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News of the Trade 


Heavy Voting Continues In Favor of Madden 
Bill: Dealer Listings Sent To Capitol 


Hundreds of dealer names, 
plus many wholesalers, have 
been pledged in support of 
Rep. Ray Madden’s Quality 
Stabilization Bill since HA’s 
last report of balloting 
(April 20, p. 87). 

At last report, more than 
600 names were tabulated. 
Since then the total has 
reached more than 800 
names, and favorable ballots 
are rolling in daily. 

Listings of all dealer and 
‘wholesaler ballots received 
since mid-May have _ been 
sent to Rep. Madden, with a 
covering letter which sum- 
marizes the overwhelming 
support of the hardware 
trade behind the needed 
Madden legislation. 


A number of wholesalers 
have reproduced the original 
HARDWARE AGE ballot in 
their dealer newsletters. 
These facsimile baliots have 
brought in many additional 
votes for the bill. 


Many national associa- 
tions, including the National 
Retail Hardware Assn., have 
formally pledged support to 
Rep. Madden for his bill. 


Each affirmative vote 
shortens the time when the 
Madden Bill will come out 
of committee and be on its 
way to congressional action. 


If you have not yet voted, 
send a postcard or letter to 
Editor, HARDWARE AGE, 
Chestnut and 56th Sits., Phil- 
adelphia. Your vote will be 
passed along to Rep. Mad- 
den’s committee. 





Rubberset Promotes 
Two to Sales Posts 


Rubberset Co., East New- 
ark, N. J., has created two 
new executive sales assign- 
ments and has promoted two 
men to fill these posts. 

Walton J. Parsons, for- 
merly sales manager, has 
been named assistant direc- 
tor of sales. He joined the 
firm as a salesman in 1946 
and became national sales 
manager in 1957. 

Henry J. Fallone, formerly 
assistant sales manager, has 
been appointed manager of 
special accounts. He super- 
vises private label and af- 
filiated company activities. 
He joined the firm in 1938 
and became assistant sales 
manager in 1955. 


Penn-Akron Relocates; 
Opens New York Offices 


Penn-Akron Corp., former- 
ly of Woodside, L. I., has 
moved its manufacturing op- 
erations to Terryville, Conn. 
In addition, executive and 
general offices have been 
opened at 261 Broadway in 
New York. 

In Terryville, Penn-Akron 
will use space held by Eagle 
Lock Corp., a _ subsidiary. 
Eagle will not be affected by 
the move and joint shipments 
of merchandise are planned. 

The New York offices will 
handle all customer orders 
and inquiries for Penn-Ak- 
ron, Eagle Lock and other 
subsidiaries. 









Philadelphia Paint Men Elect Officers 


Officers and directors for the coming year were elected by the 


Philadelphia Paint Salesman's Club at its May ws held at the 


Presidential Apartments. Newly elected officers are, 


eft to right: 


second vice-president, Wm. K. Smith, Alsamite Paints, Inc.; presi- 
dent, Paul E. Greeby, Geo. D. Wetherill & Co., Inc.: first vice- 
president, Louis Snyder, Elliott Paint & Varnish Co.; re-elected sec- 
retary-treasurer, Royal K. Beatty, Loos & Dilworth, Inc. One new 
director was elected: Robert O. Cannon, not shown, of Loos & 


Dilworth, Inc. 
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Ace Dealers Fund 
Adds New Trustees 


Two new trustees have 
been added to those admin- 
istering the funds of the Ace 
Hardware Corp. perpetua- 
tion fund (see HA Photo An- 
gles, p. 123). The new 
trustees are: Mrs. Margaret 
Busscher, Skokie, IIl., and 
Vern Massey, Dixon, III. 

The perpetuation fund was 
established to eventually pur- 
chase all Ace Hardware 
Corp. stock at 50 percent of 
book value. Control of Ace 
remains with present stock- 
holders until the last sur- 
vivor dies or retires. Each 
store will, at some time in 
the future, have one vote on 
company management and 
control. Each store contrib- 
utes one percent of pur- 
chases until individual depos- 
its reach a fixed amount. 

Trustees, in addition to Mr. 


Massey and Mrs. Busscher, 
are: Lyle Ziegler, Elgin, 
Ill.; Richard Kaup, Chicago; 
and John Schnakenberg, Chi- 
cago. All trustees have been 
with the organization for 
more than 27 years. 


* * * 


Ace 25-Yr Club Awards 


Two Ace dealers have been 
awarded 25-year plaques by 
Ace Hardware Corp., Chi- 
cago. They are: Fred Ma- 
howald, Grand Forks, N. D., 
and Rudy Erickson, Interna- 
tional Falls, Minn. 

Richard Hesse, president 
of Ace, made the award pres- 
entations at a recent Ace 
convention. This brings to 
48 the number of stores that 
have been affiliated with Ace 
for more than 25 years. 
There are 12 stores with 
over 30 years of association. 





OBIT U 


ARIES 





Aaron J. Jacobs 


Aaron J. Jacobs, 73, board 
chairman and a founder of 
Detecto Scales, Inc., Brook- 
lyn, N. Y., died recently at 
his New York City home. Mr. 
Jacobs and his brothers, 
Harry M. and Max Jacobs, 
founded a commercial scale 
firm in 1900 known as Jacobs 
Bros., Inc. In 1917 a patent 
was obtained for the Detecto 
consumer scale and the name 
was changed to Detecto. Mr. 
Jacobs’ son, Samuel N. 
Jacobs, succeeded him as 
president in 1957 when he 
moved up to the chairman- 
ship. 





Dates Announced For 
Wholesalers’ Shows 


Florida Hardware 
Co., Open House and 
Merchandise Show, 
Sept. 13-14, at com- 
pany offices, 436 Cassat 
Ave., Jacksonville, Fla. 





Oklahoma Hardware 
Co., Fall Market, Aug. 
20-21, at Huckins Ho- 
tel, Oklahoma City, 
Okla. 





Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are shown 
in the Convention Calendar 
on page 106. 











George R. Beck 


George R. Beck, 60, of 
Fayette R. Plumb, Inc., Phil- 
adelphia, died in Nazareth 
Hospital May 15. Mr. Beck, 
who was credit and export 
manager and a director, has 
been with the company since 
1915. He also served as as- 
sistant secretary of Fayette 
R. Plumb and assistant trea- 
surer and a director of Plumb 
Chemical Corp. 


Clarence A. Burchard 


Clarence A. Burchard, 73, 
vice-president of Rogers & 
Baldwin Hardware Co., 
Springfield, Mo., wholesaler, 
died May 6 at St. John’s 
Hospital in Springfield fol- 
lowing a long illness. Mr. 
Burchard had been with the 
wholesale firm for 37 years. 


Sidney Tompkins, Jr. 


Sidney Tompkins, Jr., 44, 
member of Cavert & Lips- 
comb, Nashville, Tenn., man- 
ufacturers’ agents, died of a 
heart attack. Mr. Tompkins 
had been with Cavert & Lips- 
comb for 22 years. 


Edward H. McGraw 


Edward H. McGraw, east- 
ern district sales manager 
for the McKay Co., Pitts- 
burgh, died following a brief 
illness. Mr. McGraw joined 
the firm in 1936 from Gen- 
eral Motors Corp. 








Dealer Sales Seminar 
Set For Cleveland 


A two - day hardware 
sales seminar will be con- 
ducted June 14-15 at the 
American Training Institute 
headquarters in Cleveland. 
M. E. Rogat, sales trainer 
and director of the Institute, 
will conduct the sessions. 

An announcement of the 
seminar has been sent to 
dealers in Ohio. It is open to 
dealers and their personnel 
from other states as well. 
Cost of the seminar is $15. 

The first day’s sessions 
will be lectures on _ sales- 
manship, according to Mr. 
Rogat, who recently com- 
pleted a wholesaler salesman 
seminar at the W. Bingham 
Co., Cleveland wholesaler. 

The second day will be in 
two parts. In the morning 
there will be a review of 
the first day’s subjects with 
case history studies. In the 
afternoon there will be ses- 
sions to give employes a 
glimpse of store management 
problems. 

Arrangements for living 
accommodations and enroll- 
ment in the seminar can 
be made by writing to Mr. 
Rogat at the American 
Training Institute, 1706 
Euclid Ave., Cleveland, Ohio. 


Turnbuckles Changes 
Hands; Expansion Set 


R. R. Osborn has trans- 
ferred his ownership of Turn- 
buckles, Inc., Michigan City, 
Ind., to A. L. Yeager. Mr. 
Osborn was president of the 
firm. 

Mr. Yeager, who assumes 
the presidency, is also presi- 
dent of Gerwin Industries, 
Inc. and vice-president of 
Josam, Inc., both of Michigan 
City. There will be no change 
in personnel or policy. Man- 
ufacturing facilities are now 
in progress. 


Stockholders Approve 
Sale of Company 


The stockholders of Swan 
Rubber Co., Bucyrus, Ohio, 
have approved the sale of 
Swan to Amerace Corp., 
New York City (see HA, 
May 18, p. 119). A special 
meeting was held last week 
to consider the proposal. 

Amerace paid $22,220,400 
for Swan’s assets. No Am- 
erace stock was _ involved. 
Swan’s sales were expected 
to reach $22,700,000 in this 
fiscal year ending July 31. 























HA Photo Angles 


A report in pictures 
of events in the trade 


James F. Stryker, right, a top salesman for Corpus 
Christi Hardware Co., is shown receiving a trophy 
for winning the Distinguished Salesman's Contest 
sponsored by the Sales Executives Club of Corpus 
Christi, Texas. The award is being presented by 
Prentiss Boultinghouse, sales promotion manager 
of the hardware wholesale firm, during a dinner 
attended by several hundred persons. 


A heavy turnout of dealers and store personnel market the formal opening of its new warehouse 
and dealer market conducted by Lee Hardware Co., Shreveport, La., wholesaler. More than 900 
dealers were on hand to explore merchandise offerings in well over 50 manufacturers’ booths plus 
those booths in the regular display room. The dealer market was so successful that Lee plans to 
make it an annual affair, according to W. F. Barnes, president. 


x, 
& 


Two new trustees were added to the group administrating funds for the Ace Hardware Corp. 
perpetuation fund (see article on page !22). Trustees shown at a recent convention are, left to 
right: Margaret Busscher (new), Skokie, Ill.; Richard Kaup, Chicago; John Schnakenberg, Chicago; 
Lyle Ziegler, Elgin, Ill.; Vern Massey (new), Dixon, Ill; and Richard Hesse, Ace president. 
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Classified Opportunities Section 





CLASSIFIED ADVERTISING RATES 


Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 

Set solid, maximum 50 words........... $5.00 
Each additional word........... 10 

Positions Wanted 


(Special Rate) set solid, maximum 
I 5G a es wees aa a 
Each additional word........... 
Allow Seven Words for Keyed Address 
or Your Address 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted, 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Depf. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 





SALESMEN 


calling on hardware stores! Carry our 
line of plumbing and hardware special- 
ties. Territories open east of Miss. Good 
commissions. 50 year old firm. Write 
for details. 


Box 519, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write: 


MAJESTIC BRUSH MFG. CORP. 
210 W. 29th St., New York 1 








PROMOTIONAL LINE OF IMPORTED 
AND DOMESTIC HAND TOOLS—POPU- 
LAR PRICES — RELIABLE DELIVERY — 
LARGE VOLUME POTENTIAL — SOME 
SELECT TERRITORIES AVAILABLE. 


Box 613, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 
Manufacturer of quality builders hardware and spe- 
cialty items calling on hardware, building mate- 
rials and automotive WHOLESALERS. Complete 
line of closet rods, thresholds, grilles, caulking, 
aerosol products, utility knives, ete. Very com- 
petitively priced line. Write stating complete sales 
background to 

LUSTRE LINE PRODUCTS CoO. 
53 North Second St., Philadelphia, Pa. 





MANUFACTURER'S REPRESENTATIVES 


wanted to sell ‘"Wheel-A-Way'’ and ‘'Sani- 
Loc,"' two hardware specialties as a side line. 
Exclusive territory. Repeat Commissions. All 
Territories except Metropolitan New York and 
New Jersey. 


Box 605, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 














REPRESENTATIVE WANTED 


Manufacturer of quality brush cutting 
attachment that greatly increases the 
usefulness of the chain saw. Most ter- 
ritories open. Write 


GLENFORD MFG. COMPANY, INC. 
GLENFORD, NEW YORK 





REPRESENTATIVES WANTED 


Manufacturer of high quality Electrie Wiring De- 
viees, Cord Sets, Trouble lamps, and Xmas Tree 
ei Outfits, seeking proper coverage for Whole- 

e & Volume Buyers in following areas: Illinois, 
Wiseensia. Minnesota, Mountain States Area, Colo- 
rado, Utah, Nevada, Arizona and New Mexico. 


Writ 
‘DEPENDABLE ELECTRIC MFG. CO. 
537 Johnson Ave., Brooklyn, New York (37). 














WANTED 
MANUFACTURER'S REPRESENTATIVES 


Highest quality line of solvent and emulsion type 
floor cleaners and waxes, paste waxes, furniture 
waxes, ineluding aerosel sprays and ‘‘dusting 
waxes."’ Some available for private labeling. Un- 
limited opportunity for creative representation. 


Box 610, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES — Lawn Edger and 
Trimmer—Gas and Electric powered. 7 High 
quality models at lowest prices. A natural for 
salesmen, now calling on wholesale and retail es- 
tablishments handling mowers and garden sup- 
plies. Good territories open—top commission— 
steady repeat business. Write at once—Power 
Equipment Mfg. Corp. (since 1938), 5912 S.W. 
12th St., West "iteliveeed. Florida. 








SALES REPRESENTATIVES WANTED: 
Calling on large retail hardware, building supply 
and lumber yards in Ohio, Indiana, Illinois, Wis- 
consin and Michigan to represent large Builders’ 
Hardware Manufacturer offering complete as- 
sortments of top quality items including - locksets, 
hinges, shelf and cabinet hardware, packaged 
fasteners. Write stating full qualifications. Box 
611, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








MANUFACTURER’S REPRESENTATIVES 
WANTED, presently selling the retail hardware 
trade in New England or Eastern States. To add 
new, non-conflict, items to their line in tool and 
do-it-yourself departments. Carolyn Creations Co. 
Box 2042, New York 1, N. Y. 
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MANUFACTURERS’ REPRESENTATIVES 

Hard hitters calling on chains, hardware and 
rack jobbers. New line of carded fasteners never 
available before for replacement users. Millions 
of articles now in use need this fastener, yet re- 
placement never available. Tested in New York 
market with fantastic success. Write giving ter- 
ritory and background. Most territories open. Box 
604, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





SALESMEN—To represent nationally known 
manufacturer and importer of Pet Supplies, Com- 
mission Basis. Calling on jobbers and chain stores 
in the following fields: Variety, Hardware, 
Grocery and Drugs. Many territories available. 

'e have warehouses in New York, Chicago and 
California. Your replies will be held in strict 
confidence. Ethical Products, Inc., 189 Huguenot 
St., New Rochelle, New York. 


MANUFACTURER OF BUILDERS HARD- 
WARE including complete lines of replacement 
door knobs, extension closet rods, tubular locks 
and other ‘popular items desires representatives 
calling on jobbers, chains, contract supply houses 
and lumber yards in South and Midwest. Box 
517, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





POTTERY, GLASS, GIFT traveling sales- 
men wanted by expanding distributor to small 
town variety, hardware stores. Commission with 
draw. Several Midwest and Rocky Mountain ter- 
ritories open; Upper New York-New England, 
and Texas-Oklahoma. Write fully for interview, 
Box 608, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALESMAN PLUMBING AND HEATING 
SPECI ALTIES, sell for established firm 10% 
commission. Exclusive territory. Replies held con- 
fidential. Akron Supply Company, Inc., 216 Grand 
Street, Brooklyn, New York. 


ACCOUNTS WANTED 





Metropolitan New York 
and New Jersey 


15% OF THE NATION'S SALES 
15% OF THE NATION'S POPULATION 
PLAN NOW FOR YOUR SHARE! 


Now through the October Hardware 
Show is the time to reappraise your 
sales effort in our market! Our 4 man 
selling organization can give you con- 
sistent, complete and conscientious cov- 
erage. Grow with the fastest growing 
agency in the East. Write today. 


Box 615, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are na- 


tional distributors with established ac- 
tively cperating branch offices in New 
York. Philadelphia, Detroit, Cleveland and 
Louisville. We carry the account or you 
ean bill direct. Inquiries invited. Write 


ANCO CORPORATION 
7 Wood Street, Pittsburgh 22, Pa. 











Mountain States. We NEE 
with merit to be sold only through I[ndustrial, 
Hardware and _ Building Supply Distributors. 
Reply to: P. O. Box 3411, Denver 12, 


RESULTS: sales force oo sapenting in the Rocky 


an additional line 


Colorado. 





ACCOUNTS WANTED , - ACCOUNTS WANTED BUSINESS OPPORTUNITIES 





2,000 ACTIVE ACCOUNTS 


Alabama, gone ag Louisiana, Arkansas, Ten- 
nessee and Kentucky. Are you getting satisfactory 
distribution through large jobbers in these states? 
Well established six man sales foree can double 
your sales through our 2,000 select well rated re- 
tailers. Our record supports this fact. Replies 
strictly confidential. 


Box 614, c/o HARDWARE AGE 
Chestnut "s 56th Sts., Philadelphia 39, Pa. 








MANUFACTURERS 


Aggressive agency of high calibre salesmen in- 
tensively and methodically covering Housewares, 
Hardware and Electrical Wholesalers in Arkansas. 
Mississippi, Louisiana, Tennessee, Alabama and 
Kentucky NEED AN ADDITIONAL LINE. Rep- 
utable manufacturers only need apply. 


Box 600, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








WANTED 


Manufacturers interested in new products 
and greater profits. We offer a team wt! 
hardware marketing specialists ready t 
develop new product lines We will lo 
cate and develop products at no cost to 
you unless you accept. For an immediate 
reply write National Research Council, 
Scotch Plains, New Jersey. 











WELL ESTABLISHED MANUFACTURERS 
REPRESENTATIVE open for additional Hard 
ware, Housewares or Garden line for Metropoli 
tan New York and New Jersey. Concentrated 
persistent coverage of Hardware, Housewares and 
Garden wholesalers, rack jobbe rs, chain and cata 
log houses. Excellent reputation in trade. Box 
403, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


ILLINOIS AND ) WISC ONSIN —_ 
team of manufacturers’ 
one additional Hardware, 
line. Will give aggressive 
to Hardware, Housewares and Garden whole- 
salers, Drug and Variety chains, Mail Order, 
Catalog jobbers, Supermarkets, Discount Houses. 
Excellent reputation. Box 603, c/o Harpware 


Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 
Ww ANT SALES RESULTS? We get them be- 


‘ause we concentrate in Michigan, Ohio, Indiana. 
W ill handle two additional lines—only highest 
grade considered. Write Box A-10, c/o Harp- 


WARE AGE, Chestnut & 56th Sts., Philadelphia 
a9,. Fa. 





Two-man 
representatives open for 
Housewares or Garden 

and reliable coverage 





“MANUFACTURERS REPRESENTATIVE 
Eastern Penna., Del., Md., Va. calling on Hard- 
ware and variety accounts desires additional line 
-Houseware, Garden or Hardware. Line must 


be established. Box 48, Earlville, Pa. 


METROPOLITAN 
Long established 
successtully selling 


N.Y.C., NORTH N.J.— 
Manufacturers Sales Agency, 
Hardware, Housewares, and 
ack Jobbers; Department Stores; Large Dis- 
counters; Variety, Drug and Supermarket Chains. 
We offer the proper kind of concentrated cover- 
age to increase volume. Write Box 607, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 

REPRESENTATIVES AND  DISTRIBU- 
TORS WANTED also Wagon Jobbers for im- 
proved version of two small household products 
handled by every Hardware, Variety and Depart- 
ment Store. Units small, commission high, turn- 
over steady. Good extra income for established 
territories. Write for details. Handell Hook Com- 
pany, 8811 Garfield Blvd., Cleveland 25, Ohio. 

HARDWARE AND RELATED JOBBERS, 
large dealers. South Carolina and Georgia. 15 
years. Two full time men will join me Sept, Ist. 
Want staple line—NO GADGETS. Save time,— 
give COMPLETE information, catalog, prices, 
commission, etc. FIRST letter in ene age 


Thank you. L. G. Smith, Box 461, Savannah, 


STORE MANAGER—EASTERN LONG ISLAND 


UNUSUAL OPPORTUNITY in an unusual store 
for a young, progressive store manager. He 
should have a knowledge of Hardware and 
Kindred Products, be willing to take direc- 
tions from the owner, and have a desire to 
become a good member of the community. 
The right man will have liberal compensation 
and an opportunity to profit from his own 
successful efforts. The store is long established 
in a pleasant town with more than normal 
potential for growth and vacation trade. 





Please give experience, qualifications 
references in letter to Owner. 


and 


Box 617, e/o0 HARDWARE AGE 
56th & Chestnut Sts., Philadeiphia 39, Pa. 


BUSINESS OPPORTUNITIES 


FOR SALE—WHOLESALE BLACKSMITH 
& HARDWARE COMPAN Y—Old Name house 
selling to the Blacksmith-Hardware-Truck and 
Body-Mill-Mine and Industrial Houses throughout 
Penna.-Ohio- Maryland for over four generations. 
Sacrifice to settle Estate. Box 616, c/o Harp- 


wane Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


ATTENTION HARDWARE DEALERS! We 
pay CASH COMMISSION on all mail orders. 
Earn commission on sales to yourself. Send for 
our saleskit and catalog of hardware and plumb- 
ing specialties, so [ may send your commission 
checks on their way. Box 520, c/o HaArDWAaARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 











WANTED: Profitable retail or wholesale hard. 
ware, housewares business. Must be doing 
200 Thousand a year or better. Preferably in he 
New York or New Jersey Area. Will also con 
sider Miami, Florida. Furnish all information re 
garding sales and expenses, etc., will be held in 
strictest confidence. Box 602, c/o HarpWware 
Ace, Chestnut & 56th Sts., Philadelphia 49, Pa 


aroul 


RETAIL HARDWARE 
over 30 vears. Located in fast growing central 
Pennsylvania town. Clean stock of Hardware, 
housewares, paints and glass. Doing good Bus: 
ness. Low cost long term lease. Stock and fix- 
tures $23,000. Owner wishes to retire. For de- 
tails address Box 606, c/o Harpware AGE, 
Chestnut at 56th Sts., Philadelphia 39, Pa. 


POSITIONS WANTED 


EXPERIENCED SPECIALTY SALESMAN 
WITH FOLLOWING in New Jersey seeking 
position with hardware jobber or specialty house 
At present selling Lawn and garden and farm 
supplies. Box 601 c/o Harpware AGE, “hestnut 
& 56th Sts., Philadelphia 39, Pa. 


SALES. 15 years experience as salesman and 
sales manager. Good background. Organize: 
leader. Sales trainer. Self starter. Well trained. 
successful executive salesman. Seek position in 
administrative or field sales as manager cr as- 
sistant. Willing to travel or relocate large city 
Box 609, c/o Haroware Ace, Chestnut & 56th 
Sts., coommroents: 39, Pa. 


STORE, established 


HARDWARE SALES PROMOTION MAN 
AGER AND CATALOG COMPILER 
position with aggressive wholesaler or manuta 
turer. Experience includes planning sales pro 
grams, consumer circulars, dealer catalogs, pur 
chasing. Also copywriting, layout, paste-up 
the operation of a photo-offset press. Presently 
employed in New York area. Will relocate. Ava! 
able August 1, 1961. Box 612, Harpware Ac 
Chestnut & 56th Sts., Philadelphia 39, Pa 





seCeCKs 


SALES POSITION WANTED for Southern 
California. Over 20 years experience calling on 
Hardware, Drug, Variety, and Department 
Stores. Also Hardware and Electrical Supply 
Jobbers. Experience covers Gift Wares, House 
wares, Electrical Supplies and Specialty lines 
Write Box 503, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


MANAGER 


or hardware 


for large volume hardware store 
department of building materials 
concern. Over 20 years experience in all phases 
hardware, paint, siding, insulation, etc. Will re 
locate, prefer Conn., Mass., N. Y. State, Colorad 
or Florida. Resume on request, excellent reter 
ences. Box 527, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





Sterilized J TAC KS 


REE 


THEY HANG OR STAND! 





Want more facts? Circle 188, p. 75 


TACK RACKS 


SELL MORE TACKS AND RELATED 
No deals required — Order only the sizes that seli fast in your store 


ITEMS 
JOBBER 








Makes It” Editor. 
He'll be glad to 
serve you. 








Changes New products and new 


trade names are constantly being added to the 
listings for the next Directory Number of HARD- 
WARE AGE °* Therefore, if you do not find in the 
current issue of the Directory Number the prod- 
uct you are interested in, write to the “Who 


HARDWARE AGE 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 














IF YOU SELL 
vou neeD STAT 


STAT abolishes paint brush cleaning. 
STAT is economical, saves hours of work. 


STAT is perfect for cleaning paint 
— hands, face and even 
air. 


Winfield Brooks Company, Woburn, Massachusetts 


PAINT 


because... 








Want more facts? Circle 189, p. 75 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


~ | E 
A. C. Spark Plug Div. | Eagle Electric Mfg. Co., Inc.... 

Gener ~ gg Fee Corp. | Sectenen Chemical Products, Inc. 
American Chain Div. 

American Chain & Cable Co.. ’ 
Ames i 4 
Anchor Hocking Giass Corp.. . 

Arro Expansion Co 8 Faultiess Caster Corp. 

Atlantic Industrial Corp. Flexo Products. Inc 

Atlas Tack Corp Flint & Walling Mig. Co., | 
? CO, cicsccevaeccdode 30-31 
Frick-Gallagher Mfg. Co. 


66 
23 


Barnes Mfg. 

Barrett Sales . Mfg. 

Bassick Co. 

Bethlehem Steel Co. 

Black & Decker Mfg. Co 38 
Bridgeport Hardware Mfg. Corp. 84 


G 
Grabler Mfg. Co. 


Hindiey Mfg. Co. 

Hines Park Food, Inc. 
(Duncan-Hines ‘ Institute) 

Holub Industries, Inc. 

Hoyt & Worthen Tanning Corp... 

Huenefeld 

Hyde Mfg. Co. 

Hy-Ko Products Co. 


Cc 


Champion Brass Mfg. Co 
Chicago Spring Hinge Co. 
Clemson Brothers, Inc. 
Columbian Rope Co. 
Columbian Southern Chemica! Div. 
Pittsburgh ay 4 _— Co 
Crescent 
Cross & — r 


Jacuzzi Brothers, Inc. 


Dalton Mfg. Co. . 
Dap. ' 79 . 
| Lauson Engine Div. 

Co.. | Tecumseh Products Co. 
| Listo Pencil Corp. 








Diamond Wire & Cable 
Co. 





M 


Mansfield Sanitary Inc. 
Marshalitown Trowel Co. 
McGill Metal Products “ 
Miller Co., Inc., Robert 
rey Minin 

Mortell Co., 

Myers & Bro. ye 


N 


National Cash Register Co.. 
National Mfg. Co. 
National Screw & Mfg. Co 
North & Judd Mfg. Co. 


Pp 


Pennsylvania Saw Corp. 

Petersen Mfg. Co. 

Pioneer Gen-E-Motor Corp. 
Pittsburgh Plate Glass Ce. 
Columbian Southern Chemical 


Div 

Plumb Shop 

Proto Tool Co. 
iv. of Pendleton Tool 
Industries 


Radiator Specialty Co. 
Republic Molding Corp. 
Republic Steel Corp. 
i i Mh, cv eacccevevecvon 90-91 
Rugg Mfg. Co. 


Sawyer's Inc. 

Garden Genie Div. 
Skil Corp. 
Southern Screw Co. 
Standard Tool Co. 
Star Key & Lock Mfg. Co 
Sterling Faucet Co. 
Stevens Walden Inc. 





99 . Superior Fastener Co. 


neoaubaweill 92-93 | 


Supplex Co. 

Amerace Corp. 
Swing-A-Way Mfg. Co. 
Swingline, Inc. 


Tap-A-Line Mfg. 
Thomas Industries 
Sprayit Div. 
Thompson Co., E. A. 
Travco Plastics Co., Inc 

Turnbuckles, Inc. 


Co. 
Inc. 


Upland ny Aa , 
Utica Drop Fo = 


Kelsey-Hayes 


v 





ViSlrecord, inc. 
| Vital Products Mfg. Co 
| Vichek Tool Co. 


| Warren Tool Corp. 
Wear-Ever Aluminum ane. 
Wessel —s 


Woodhit | Chemical ~ i — 
| Wrap-On Co. 
| Wrought Washer ‘Afg. Co 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div 

Yuba Power Products, Inc. 
a Sub. of Yuba Consolidated 
industries, Inc. 





“PENN STATE” 


SAWS 


PENNSYLVANIA SAW CORPORATION 
Want more facts? Circle 190, p. 75 





the home of 
REPLACE-A-PART 
products [ 


Want more facts? 


PLASTICS CO. 


TRAVCO offers SUC 
CESSFUL IMPULSE 
SELLERS — Staple 
ar iaeh F-1a mr lale mm alel ony - 
wares 
bubble for 
the hake 
the Do-It-Yourselfer! 


Circle 191, p. 75 


attractively 


packed Ask 


Housewife 


about TRAVCO’s profit — 
profit -profit - profit line, 
or write for free catalog. 


af REPLACE.-A- 
KNOB 


(Matching 
Ovea 
handles 
available.) 


your distributor 





DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


Furniture Rest — Pintle Type 





SILENT ON 


RUBBER CUSHION GLIDES 


Bakelite Furniture Rest 





single 


Monose: Bakelite Caster 








at Gihe 





35 Pearl St.. New York 4, N. Y. 


Wonderful af all wood 


%”. %". 1", LAS", 1%”, 1%". 
PROMPT SHIPMENT 


Ask your jobber, if he is not suppliled, wr 


ROBERT E. MILLER & CO., INC.., 





AY 
es 
AM 


-_) 











Want more facts? Circle 192, p. 75 


126 ¢ HARDWARE AGE, june 1, 1961 





Vaughan & Bushnell Mfg. Co.... om 
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National’s your better buy 
for uniform high quality of product 


Painstaking attention to quality is one §One-source buying to reduce your han- 
reason why the National line grows in dling and ordering costs. 

popularity and builds constantly increas- 
ing repeat business. In the manufacturing 
control of all kinds of fasteners, our goal 
is the kind of trouble-free quality that 
your customers can depend upon. 


Outstanding packaging that fits the qual- 
ity of the product inside and lets the 
customer know: “You can depend on 
these fasteners.” 


These are some of the very good reasons 
why so many of our customers standardize 
on the National fastener line, and why they 


The most complete line of quality fas- all agree: “National’s Your Better Buy.” } 
CHESTER HODELL 


teners on the market today. Ask Your Distributor... He Knows HOISTS CHAINS 


THE NATIONAL SCREW & MFG. COMPANY «+ CLEVELAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. © 3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 


Backing up this basic value, National 
Screw also provides you with: 





